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Kettering Revises Research Definition 
To Apply in Depression Times 


ATLANTIC CITY, N. J.—Emphasiz- 
ing his viewpoint that the current de- 
pression is partly the result of over- 
standardization of manufactured prod- 
ucts, Charles F. Kettering of the Gen- 
eral Motors Research Corp. colored his 
remarks before the N.E.L.A. here re- 
cently with several humorous stories. 
“Some New Engineering Problems” was 
the official title of his talk. Research 
was the subject which got most of his 
attention. 

Some time ago, Mr. Kettering said; 
he coined a definition that research “is 
a means of keeping everybody reason- 
ably dissatisfied with whatethey had.” 
It was objected to by advertising de- 
partments on the grounds that a satis- 
fied customer is one of the best possible 
advertisements. Mr. Kettering’s reply 
was that “the satisfied customer is also 
the poorest customer.” 

Since the arrival of the depression, 
Mr. Kettering reports that he has re- 
vised his definition of research to suit 
current conditions; now he regards it 
as the job of finding out what you are 
going to do when you cannot keep on 
doing what you are doing now. 


Ideas are Mental Growths 


“I do not know whether we all realize 
it, but no great constructive invention 
of any great human need ever had that 
service in mind at the time it was in- 
vented. In other words, the people who 
did the electric light, who did the gen- 
erator and all of those things, did them 
from a motive entirely apart from the 
industrial, economic or commercial 
phases. They just did them because 
they wanted to do them,” he said. 

“Now as that business began to grow 
we have these great financiers, we have 
these great economists—that is, we had 
them—who exploited and built up this 
wonderful growing America of the last 
50 or 25 years. We have had a building 
program, so that every city and every 
locality in the country has been, as 
it were, a great construction camp in 
which we have builded, we have ex- 
panded, we have planned, etc., and all 
of a sudden the job became finished, 
and we find ourselves today in very 
much the same situation as a great 
construction camp finds itself when the 
job is finished. 


Need a Technical Analysis 


“Now why did the job get finished?” 
he queried. “We are not through. The 
world is not completed. We have just 
simply reached a phase that needs an- 
alyzing from the standpoint of an engi- 
neer, and that is all I can do, because 
I make no professions of being a finan- 
cier, a banker or economist—for all of 
which I am quite thankful. 

“I come to you, therefore, as an add- 
ed type of researcher, a fellow who has 
been very largely removed from the con- 
tact with the world. Our laboratories 
are just a common, ordinary workshop 
in which we try to work out the prob- 
lems by a simple, ordinary means. We 
try no tricks of magic in our organiza- 
tion whatever. That seems to be left 
entirely to the electrical industry. We 
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DISPLAY CABINETS 


DOOR FRAMES, 
SLIDE RAILS, JAMBS, 
GLAZING STRIPS, etc. 


STANDARD AND SPECIAL 
SIZES AND DESIGNS 
Write for information and prices to 
AMERICAN HARD RUBBER CO. 


13 Mercer Street New York, N.Y. 
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and 


Economical, 


work with monkey-wrenches and solder- 
ing irons and the like. 

“And as we look about we see this 
very important relationship, that in the 
development of all thesetindustries, some 
one seeing what needed to be done went 
ahead and did it before it became an 
important factor in human needs or 
human services. However, today due to 
the great organizations that we have, 
due to the controls, due to the fact that 
so many people have become budget- 
minded, industry, economics and finance 
are trying to tell the engineer what he 
has to do, and no engineer could ever 
be told what he has to do simply be- 
cause he cannot understand it. 

“It is impossible to express in a bud- 
get when an idea can be developed. It 
is impossible to express the method by 
which ideas can be developed. It is 
very much like a game in which the 
player has got to use his best judgment. 
Now there is one thing that has been 
wrong with our engineers, and I am 
quite free to confess the thing wherein 
our engineering education has been 
wrong. It is in this respect—that it has 
been too much made up of the technical 
phases, without showing the engineer 
his relationship to society and, first of 
all, how on earth to get along with 
people. 


Fallacy of Advance Planning 

“But after all, the engineer is sup- 
posed to furnish an economic relation- 
ship in the carrying out of works at 
large. Up to the present time, as I said, 
we have been trying to fulfill these 
needs as the country has grown. We 
have been trying to plan in advance, 
and I think if we made one very great 
mistake it has been in our attempt to 
plan too far in advance, and when you 
plan too far in advance, you are just 
saying in another way, ‘The next gen- 
eration and the next after that aren’t 
going to be very smart, and we in our 
wonderful knowledge, in our wonderful 
ability to understand, ought to just fin- 
ish the world up while we are at it and 
have it so that it will run satisfactorily 
for all time.’ 


Faith in the Next Generation 

“That hasn’t quite worked out, and 
some of those long-time bonds, which 
are only an expression of your abiding 
faith in the future, have slipped off 
slightly, because the thing hasn’t gone 
quite the way it should go. So I am in 
favor of the engineer getting a little 
closer connected with his people and 
taking the problems as they are today, 
and trying to solve them for today’s 
need and not trying to look out for the 
world for all time, because I think the 
next generation will have just as in- 
telligent people and perhaps a little 
more intelligent than we have, and per- 
haps not quite so egotistic. 

“What are some of our problems? One 
of the problems of our engineer—I do 
not suppose this has ever got into the 
electrical industry; it has in ours 
abiding faith of the -engineer in the 
sureness and positiveness of standard- 
ization. The standardization of the 
world has been the work of the engi- 
neer. 
gether for 15 minutes that they haven’t 
tried to standardize something. 


Statistics and Human Beings 
“However, in the standardization of 
the things that we have done, we have 


diate economics which have resulted 
from standardization sometimes have an 


it is like the player who blows the note 
in sweet and has it come out sour. That 
| is due to the fact that we do not recog- 
| nize that we are not dealing with posi- 

tive quantities when we are dealing with 
|} human relationships. We are dealing 
| with likes and dislikes, with the tem- 


| perament of the people, the tempera- | 
|; ment of the times and, therefore, cold | 


statistics sometimes fail. 


| 
“I have pictured to my engineering | 


| friends what they are probably wishing 
| for, and let’s imagine that it happened. 

Let’s imagine that all the standards 
| that the most imaginative type of engi- 
| neer can think of had been written and 
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epresentetives 


is the | 


I have never seen two get to- | 


not recognized that the present, imme- | 


entirely different effect. In other words, | 


Hawaiian Engineer 


on this day we are having a great cele- 
bration of the millennium, the world of 
standardization, and we are having a 
great pageant, a parade, as it were, 
and all of the town is decorated in 
flags, and up at the head of the Main 
St.—I guess we can say Main St.—we 
have a great arch, and that arch has 
a motto on the front of it, ‘The Home 
of Standardization, The Acme of Engi- 
neering Perfection.’ And so the proces- 
sion gets under way and the bands play 
and we march through that great arch. 

“IT have only suggested that as they 
march through this arch they look 
back and see whether nature didn’t put 
something on the other side of that arch 
while they were asleep. And here is 
| what they read as they go through 
the great arch, ‘This is the home of cut- 
| throat price competition, no profit, and 
stagnation.’ And that is where you get 
when you standardize too far. 

“T have no objections to the standard- 
ization of copper wire. I have no ob- 
jection to the standardization of this 
and that or the other thing that has to 
do with the specific thing, but I have an 
objection to the standardization of ideas, 
to the standardization method of think- 
ing, and to the standardizations which 
overlap so that you cannot make one 
without changing a half dozen others. 


Try Some Foolish Ideas 


“Therefore, I feel that the engineer 
today has to go to his financier, has to 
go to his operating end, must go there 
| recognizing the great economics of the 
| thing, and say to them, ‘Our business 
|isn’t finished. We have a lot of things 
that we are doing and I would like to 
try some experiments that are off our 
| standards. I would like to do a few 
| foolish things because every new thing 
is foolish at the time it is started.’ 

“About the time that we were trying 
to develop the change in painting, when 
we were going to closed bodies, and we 
couldn't possibly finish them in the old 
way, we said, ‘We can't take 35 days 
to finish an automobile. We have to 
finish it in less time than that.’ 

“The paint experts said, ‘It must take 


135 days.’ 
“In answer to our question as to why 
that was, they said, ‘Because paint 


won't dry any faster.’ 

“Then we went on to try to find out. 
We said, ‘Isn't it possible to make paint 
|dry faster?’ 

“They said, ‘No.’ 


To Start Things—‘An Hour’ 


“Finally, they asked me how long I 
thought it ought to take to finish an 
automobile, and in order to get the ar- 
gument started fairly and squarely, I 


said I thought an hour. I said I thought 
| that was about what it should take. 

“Now, I cannot tell you what was said 
immediately thereafter, but suffice it to 
say that we got nowhere. However, we 
did start out, and we found a material 
| which looked as though it might be de- 
veloped into a satisfactory quick-drying 
paint. We found it down East, and we 
applied to the fellow for a quart of it. 
He said he had never made that much, 
and he said, ‘What do you want with 
a quart of it?’ 
| “We said, ‘We want to paint an auto- 
mobile door.’ 

“He said, ‘You never could do that’. 
| “*Why not?’ we asked. 

“He said, ‘Because it dries too fast.’ 

“So we said, ‘Is it not possible to slow 
|} it down?’ 

“He said, ‘Nothing on earth can be 
done to slow it down.’ 

“The net result of it was that after 
several years’ work it was possible to 
give an automobile five coats in an hour, 
and if you wanted to, you could change 
it in 15 minutes. 

“I am giving you that story because 
I sometimes think that when we get 
into a situation like we are in now, we 
lack the nerve and the imagination to 
imagine ourselves out of it. And when 
we imagine ourselves out of it, it breaks 
a lot of our old precedents and a lot 
of our old customs and we say, ‘My 
goodness! We can’t do that.’ 

“One of our engineers came to me 


the other day and, speaking ‘of a cer- 


George K. Iwashita, a native son of Honolulu, is one of the most enthusi- 
astic members of Trupar’s engineering staff at Dayton, O. 


tain change that looked imminent in the 
automobile business, he said, ‘We can’t 
let that take place.’ 

“T said, ‘Why?’ 

“Well,” he said, ‘look what it will 
mean. It means we have got to change 
this, and that, and that, and that, and 
the other thing.’ 

“*Well, I said, ‘you are going to have 
to change it anyhow. You can’t stop 
time. You can’t stop people from think- 
ing. You can’t stop the world from 
going on.’ 

“And I think if we will just let loose 
of our tightly drawn hawsers that we 
are trying to hold business to today 
(they have to be held in a certain way), 
I think if we will just relax the tension 
and let things go at least the way they 
should sensibly go, we will be much bet- 
ter off. We will either have to let them 
go that way, or we will have our ropes 
cut entirely, by a different viewpoint. 

“All I am pleading for today is that 
instead of working with a positive, defii- 
nite project, which you must keep in 
mind from a commercial standpoint, 
that you put in a supplemental project. 

“I think that there are a lot of new 
uses for electricity. I think that this 
air conditioning thing is one of the most 
important, advanced things that we have. 
Here we are. Do you realize that in 
the temperate zone nobody could live 
at all if it were not for the fact that 
we learned how to make a fire a great 
many years ago. Just exactly how it 
came about, I don’t know, but we do 
know how to make a fire, and we do 
know how to keep warm, but we have 
never had the gumption to learn how 
to keep cool even under circumstances 
like these. That is altogether possible. 
But when we begin to think what we 
have to do, to do that, it means we 
have got to change our notions about 
architecture. It means we have got to 
do a lot of things. 

“Everybody says, ‘Oh, no, we can’t do 


that; they have been made too long 
that way.’ 
“That is the reason they should be 


changed!” Mr. Kettering concluded. 


PEPSODENT OFFICIAL 
BUYS BAKER COOLER 


CHICAGO —Air cooling equipment has 
just been installed in the bedroom of 
Vice President Templin of the Pepso- 
dent Corp. here by the Burge Ice Ma- 
chine, Baker distributor, according to 
A. M. Reilly, Burge sales manager. 

The space cooled is a 17x17x10-ft. bed- 
room on the eighth floor of an apart- 
ment building. A Baker C-7-MW con- 
densing unit operates in connection with 
a special Trane cabinet type air cooling 
unit. 

The cooling unit handles about 500 
cu. ft. of air per minute, and includes 
a separate steam coil for heating, and 
a filter and damper arrangement for 
varying the proportion of fresh air to 
recirculated air. 


NEW GAS HEATER CIRCULATES 
HUMIDIFIED AIR 


DETROIT—Air conditioning, the hu- 
midifying and cleansing of air, is a 
special feature of a new gas heating 
system, the Surface Combustion K- 
Series furnace, recently placed on the 
market by the Surface Combustion Corp. 
of Toledo, and distributed here by the 
Detroit City Gas Co. 

Wm. J. Hampton, house heating engi- 
neer of the Detroit City Gas Co. and 
H. J. Sheean, assistant, are in charge of 
the distribution. 

The new heating unit is a gas-fired 
forced air system. The heater consists 
of two separate compartments, one of 
which contains a cast-iron combustion 
chamber and heating surfaces, and the 
other, the fan and controls. Humidifica- 
tion is accomplished by a pan in the top 
of one of the chambers. 


“Snow- White” Enameled 
Refrigerator Cabinets 


Thoroughly and efficiently insu- 
lated, rigid in construction and 
beautiful in appearance. Prompt 
delivery in standard models and 
sizes of 4, 5, 6 and 7 feet, for both 
upper or lower unit mounting. 
Chromium finished hardware of 
artistic design. Equipped to pro- 
duce special models at lowest 
prices when quantity is attractive. 
Inquiries are solicited 
Estimates on request 


TRUSCON STEEL COMPANY 
Pressed Steel Division 
6200 Truscon Ave., Cleveland, Ohio 


No. 855 MERCOID THERMOSTAT 


For Room 


Coolers and 


Air Conditioning 


The No. 
Coolers. 


855 Mercoid Thermostat is an ideal control for Room 
Small, and of good appearance, it can be mounted on the 


end of the cabinet where it controls the compressor according to 


room temperature. 


The standard “Room Cooler” Thermostat is now available with an 


adjustable temperature range of 65° to 90° 
ercoid Switch” carrying 110- or 22 


Employs the well-known “ 


volt current without Transformer or relay. 


writer’s Laboratories. 


at no extra charge. 


Listed by Under- 


For humidifying or Spnumieitying the No. 697 “Genuine Detroit” 


Humidistat is available. 


Write for full information on controls for air conditioning and 


room cooling. 


DETROIT ] UBRICATOR (COMPANY 


Trumbull, Lincoln, Marquette & Viaduct 
DETROIT, Michigan, U. S. A. 


Labricators - Carburetors + Valves - Automatic Controls for temperature, 
pressure, humidity. Refrigeration, Oil Burner and Heating Accessories. 


Division of AMERICAN RADIATOR & STANDARD SANITARY CORPORATION 
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FRIGIDAIRE OPENS 
FACTORY BRANCH 
IN CHICAGO AREA 


Lowell McCutcheon Is 
Appointed Manager 
Of Branch 


CHICAGO eesintiniadie of Frigidaire 
Sales Corp.’s operations in the Chicago 
area has been assumed by Lowell Mc- 
Cutcheon, formerly commercial sales 
manager of the corporation with head- 


equipment has already been 


NFORMATION describing the products of 
45 manufacturers of air-conditioning 


ELECTRIC REFRIGERATION NEWS, and will be 
published in the Aug. 10 issue. 


Besides a classified directory of comfort- 
cooling systems to be published in the issue, 
both the Engineering and Merchandising 
Sections will contain pictures, diagrams, and 
articles on subjects covering every phase of 
the air-conditioning field. The entire edi- 


be included. 
received by 


appear. 


Avaust 3, 1932 


Entered as second-class matter 


Air Conditioning 


Aug. 1, 1927, at Detroit, Mich. 


ice and electrically refrigerated systems will 


A comprehensive view of the field as a 
whole will be shown with information on the 
application of air-conditioning equipment to 
railroad cars, theatres, restaurants, hotels, 
etc. News of the controls, evaporators, and 
other parts utilized in air conditioning, as 
well as on filters, and ionizing devices will 


Important phases of the design, perform- 


TEN CENTS PER COPY 
‘THREE DOLLARS PER YEAR 


SAYRE FURLONG 
PRIZES MAILED 
TO 100 WINNERS 


Burritt ‘Sweepstakes’ 
| Attracts Kelvinator 
‘Derby’ Interest 


DETROIT—The 100 Kelvinator sales- 
men who held the most Kelvinator 
Derby contest tickets at the end of the 
Sayre Free-for-All, first two-week period 
of the contest, have been announced, 
and are being mailed pen-and-pencil sets 


quarters in Dayton. torial staff of the NEws has been concen- d installati . eantin seein af 
Ketel — 2e anrer ; ‘ > ° ance an Installation OF variou e y “ae rai a aes : 
_Trigiaire has been reprenented in trating its efforts on collecting and prepar- : a : ‘ : | by J. &. Sayre, general sales manager. 
Chicago by the Stover Co. since the . ; gait air-conditioning equipment will fill the pages | The Burritt Sweepstakes, second 
beginning of the business. Through the ing articles for this issue. ; . ; F ‘ : ;event on the racing card, closes Satur- 
change, the personnel of this organiza- of the Engineering Section, while articles in day, and winners, determined on the 
tion passes under supervision of the Special attention will be given to unit and the Merchandising Section will show how | basis of reports postmarked not later 
factory. The territory to be supervised B : = : ; f ; P ‘ | Saturday night, will be awarded 
by McCutcheon includes 126 dealers and cabinet types of air conditioners, built for electric refrigeration sales organizations are belt buckle sets by H. W. Burritt, vice 
| president and director of sales. Fifty 


already merchandising such equipment with 


a gales personnel of approximately %0/ offices, homes, stores, etc., which might be fo opty 
2 s prizes will be awarded in this race, to 
and 10 in Indiana. handled weil refrigeration distributors. Both success. go to the salesmen selling the most 
Announcement of the new head of F a ae “PX” models during the two-week 

the Chicago territory was made by H. period. 
The end of the first furlong found 


W. Newell, vice president in charge of 


‘Rranch Manager 


BARD & BARGER ADDS! Department Stores 


Pittsburgh recapturing an early lead it 


sales, at a dinner attended by dealers 
and salesmen at the Knickerbocker |had gained on the Pimlico track, with 
Hotel. T0 ¢ E TERRITORY | Philadelphia second and Newark third. 
McCutcheon was for a number of ° e Egat: eS | St. Louis came up with a rush to lead 
| on Churchill Downs track, with Syra- 


years general sales manager for the 
corporation’s New York area. He joined 
the organization as a salesman in 1924. 

Harry Wines, former wholesale sales 
manager of the New York area, has 
been made general sales manager of the 
Chicago district. 

Eight major sales offices and display 
rooms are operated in Chicago, besides 
metropolitan headquarters at Michigan 
Ave. and Randolph St. 


SERVEL BUYS SPACE 
FOR WORLD'S EXHIBIT 


Servel, Inc. has con- 
tracted for exhibit space in Chicago’s 
1933 World’s Fair, A Century of Prog- 
ress exposition. 


CHICAGO 


CINCINNATI-—Bard & Barger, Gen- 


eral Electric distributor with headquar- | 


ters in Columbus, has taken over the 
territory about Cincinnati formerly cov- 
ered by the Milnor Refrigeration Co. 

R. T. Bard, president, will remain in 
Columbus to take care of operations 
from that point, while Turner Barger, 
vice president and treasurer, will move 
to Cincinnati. 

Headquarters of the new distributor- 
ship here are at 801 Race St. 

None of the Milnor organization will 
be retained with the exception of sev- 
eral retail salesmen, according to G. L. 
Thompson, store manager for Bard & 
Barger in Columbus. 

A. V. Bice, formerly utilities special- 
ist for the Columbus firm, will act as 
the company’s retail sales manager in 
Cincinnati. Acquisition of the Cincin- 
nati distributorship gives Bard & Barger 


| cuse, me. 
dead heat for 


and Los Angeles running a 
second place. 

The lead shifted frequently on the 
Arlington Park course, but Denver 
| bobbed up with the lead at the end of 
;} the first furlong, with Alexandria 
running strong in second place, and 
| C-LP.S. Co. third. 
Clarksburg, W. Va., 

(Concluded on Page 16, 


HOTPOINT AWARDED 
U.S. RANGE CONTRACT 


| CHICAGO The 


and Wheeling, 


Column 1) 


awarding of a con- 
| tract for 1,000 General Electric Hotpoint 
ranges to the Edison General Electric 
| Appliance Co, has been announced by 
the Quartermasters Department of the 


Servel will exhibit both Servel electric ¥ cinaae initia th © ties | 

refrigerators and Electrolux gas-oper- tn SOESHOSY IMOTUCIRE CS COMnTIES. al |U. S. Army. 
— Rage! aig ny nb Pe yp ee | The ranges will be supplied to bar 
r > snc | ‘acks : army flying fields. First ship- 
Seen which will form part of the LOWELL McCUTCHEON | Barger Named | er a ane peor ae D ra gd yous the i an 
ses 5 . * * ent 1s oOo pe made a once, 1e larges 
Home and Industrial Arts show. _ Manages ges Frigidaire cicage | branch. auantity being scheduled to go to 

568 will be delivered. 


DAVIS APPOINTED MANAGER 


Bi ", n, where 


Servel will likewise display its prod- sae rn PAT : a : a “3 
ucts in one of the exhibit pavilions. The 11 STATE B R COLUMBUS Ohio—Turner rarger, | he Army depot at Columbus, Ohio 
latter exhibit will include Servel vacuum vice president and treasurer of Bard & | in c 225 ses, and smaller 
cleaners in addition to the electric and Barger, Inc., distributor of General Elec- | ‘OF APEX STORE DIVISION pe titi og e “h ane ak t * ead le ; 
esc grt Pages = ante Rogge QUOTA FOR SIX MONTHS tric refrigerators in this city and Cin- | fron ny an a st " a ey 
lean a refrigerator truck and trailer a emg has a appointed omg oy of | CLEVELAND—Wilbur D. Davis , | Bieta, sc aaa Selfridge Wield Pratt 

; ; ‘ > major é 2c ittee by Gen- _ ses Tipp eine Me ‘ ake ; 

; special Servel equipment for cool- , oe en eC Major APPpHance COMMUTE y | been appointed manager of a newly! mp, panogec ac « ; ace 
ha —, meat fruit and produce et eae a ae aaah of th coun eral Electric Co.'s refrigeration depart-| organized department store sales ewly |_The ranges as supplied to the govern- 

y rors, > > sales arts > “y | . © « . . > , > j s > . r 
t o¢ sported by motor truck, will be ieee Ns _ ahr gfirnsvong we! ment. |sion of Apex-Rotarex Corp., according — _ a een . a 
ransportec¢ y , averaging 93.6 per cent of the quota set) Bach year the refrigeration depart-|to R. J. Strittmatter, vice president |chromium and porcelain enamel. 
shown. by the Electric Refrigeration Bureau | ment appoints various distributors on charge of sales. j 


DETROIT BRANCH REDUCES 


for the first six months of 1932, only 11 
states achieved the quota assigned them, 
it was shown by figures released at bu- 


| committees 


|and fall distributors’ 


throughout 
spring 


function 
reports at the 
conventions. 


that 


the year and give 


and sales manager of the —- furni 


ings department of The 


Halle 


Bros 


Mr. Davis, for the last six years buyer DETROIT GAS CO. MARKETS 


°" FARADAY REFRIGERATORS 


ea sadquarters last wee ai 
roam Heacqusrters last weeks. Eight of these committees are now in| Cleveland department store, assumed his 


PRICES ON COPELAND UNITS Maryland-District of Columbia lead in! ,,; :- : 
’ d existence: finance, major appliance, cen- aw lon > , , 
| percentage of quota piled up during the : ’ \ Pe . new duties Aug. 1, and is working di ea , 

, appr gece ie ,|  (Coneluded on Page 16, Column 3) rectly under Mr. Strittmatter DETROIT The Faraday gas refrig 
DETROIT—Price reductions averag- | period, with 161.6 per cent, followed by : | erator made its appearan¢ n the local 
u A , “an - . iia sli ‘Le aqae S appeara e in e 10Ca 
ing 10 per cent on Copeland electric Beso Pe per cent, and Nevada, | market this week, when the Detroit City 
refrigerators of all models went into a rs Be th Wi Gas Ce. beens & tales Catagaian whisk 
1ese states also achieved full quota ] oO e inners will run until the middle of September 


dealer- | 


effect in all Detroit Copeland , , : one 
ships July 22. They will continue “4 fre! nos oma oe hie ney Ba n ond _ | The advertising featured a down pay 
' bly until Sept. 1, according to R. R : ee 33 vendlrorctig maw Seee, 131.3 | |ment of $10, with 24 months in which 
' Hough, sales manager of the Detroit |Per cent; Connecticut, 1242 per cent; tc pay the remainder, The gas com 
i Copeland Sales Co. Missouri, 117.5 per cent; Rhode Island, pany is eftuctiag a pecial bonus to em 
The reductions were made, according 113 “ per cent; Pennsylvania, 106.2 per | ployes on all sales made or employe 
: Ee: , |cent; Oklahoma, 100.8 per cent. ' : 
' to Mr. Hough, to secure business in the ml . ahh Cae Bey gol ; prospects sold during the campai 
i lower price field. If effective in increas- mos anc veorgia each achieved oe A newspaper advertising schedule will 
ing business to a considerable extent, (Concluded on Page 16, Column 3) os be carried during the entire campaign 
reductions may be placed on Copeland | oe in which practically all local advertising 
refrigerators in other territories. WHITNEY WINS GROCERIES oa cali: ain te weed Sates ieaned 
| The price cuts were made in the 28 | ti radio announcements will be used daily 
| dealerships served by the Detroit Cope a for three weeks, accordin Cc. W 
lend Sales Co., and in the four ersten «IN GIBSON SALES CONTEST 2: Bennett, general manager of the za 
ships served by the Copeland Refrige aa company 
tion Co. of Detroit, factory branch. CHICAGO—L. Vv. Whitney, Inc., dis- ; 
ICAN REFRIGERATOR CO. |cago, was the first Giboon distributor to THREE DISTRIBUTORS NAMED 
-| cago, was the first Gibson distributor to 
AMER win a prize in the Gibson “Get Your FOR CARRIER COOLERS 
PLACED IN RECEIVERSHIP Man” contest which is now in full swing. 
The Whitney organization collected | PHILADELPHIA Harry Alter Co 
DAYTON—The American Refrigera- | 5,000 points during the first week of the | Majestic distributor in Chicago, Trilling 
tor Co. of this city, which has been | contest, entitling it to a collection of & Montague, local Norge distributor 
and Radio Distributing Co., Trupar d 


marketing American Beauty electric re- | groceries containing 136 items. For each 
tributor in Detroit, have been app 


frigerators, was placed in the hands of | additional 2,500 points gained during the 

a receiver on July 23 by order of the | contest, the organization will be awarded outlets for the Carrier portable room 

Common Pleas Court of Montgomery |an additional assortment of groceries. | cooler. This information was ann 

County 3ulletins containing “Orders of the by Carrier-York Corp " ‘ 
Nathan K. Brumbaugh, 1101 Third pay” are being sent out to salesmen Carrier Corp 

National Building, Dayton, has been wynder the direction of Frank S. Gibson, 

named receiver. Jr. The contest will close Aug. 27. HALPERIN NAMED SALES 


DIRECTOR OF RICE 


BROOKLYN Henry D 


NUTTER JOINS SALES STAFF 
OF RANNEY CO. 


FEDDERS MFG. CO. MOVES 
INTO LARGER QUARTERS 


Halperin has 


. | been appointed director of ilf f Rice 
BUFFALO Enlarged quarters have) GREENVILLE, Mich.—W. J. Nutter, Siesteie Mefrireration. it 
been provided the ng SB ong until recently general sales manager of The Rice company will move soon into 
ment of the Fedders Mfg. Co. to take |the Belding-Hall Co., manufacturer of : , : : the Robert G: > ildir Fenolsive 
care of added research and development | refrigerator cabinets, has joined the Vice President H. W. Burritt of Kelvinator shows the Burritt ‘Sweep- ence dl ~d ‘ . iding, . be route 
work. | Ranney Refrigerator Co. of this city. | stakes’ prize to J. S. Sayre, sales manager. facilities, it has been nou 
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“Are you having bacteria for dinner?” asked this window display of | 
Uhlendorf & Brady, Majestic dealer, Glen Cove, N. Y. A Majestic is | 
contrasted with an old ice box, with “bacteria” to enliven the display. | 


This General Electric snowman was de- 
signed for the opening of a sales campaign 
of Eastern Shore Public Service Co. 


Some of the entries in a current Mayflower contest being carried on 


NORGE DISTRIBUTOR HOLDS 
KANSAS DEALER MEETING 


KANSAS CITY, Mo.—Moser & Suor, 
Inc., distributor of Norge refrigerators 


How A Department Store Sells Units 


As Told By Arnold Wick, Famous & Barr Store, St. Louis 


and RCA Victor products, held combined 
radio and refrigeration dealer meetings 
at the Broadview Hotel, Wichita, and at 


By Phil B. Redeker 
ST. LOUIS—Dealers and 


distributors 


the President Hotel, Kansas City, re-|in this city accord the refrigeration 
cently. Approximately 300 dealers at-| division of the Famous & Barr depart- 
tended. |ment store the position of being a real 

The RCA Victor line for 1932-33 was|factor in St. Louis refrigerator mer- 


presented by Art Beyer, assistant man-/chandising operations, says Sales Man- 


ager of instrument sales and Norman|/ager Arnold Wick. 

Bass, divisional manager of the RCA} Sales Manager Wick is a strong be- 

Victor Co. liever in the department store as a great 
In the afternoon, details of Norge’s| potential builder of refrigerator sales. 

summer sales campaign and the cross} The natural flow of traffic through 


word puzzle and essay contest were | the store, he says, focuses the attention 


presented by John H. Knapp, vice presi- of many people upon refrigeration. They 


dent of Norge Corp.; R. E. Densmore, | often listen to a salesman’s introductory 
western sales manager; W. C. Rowles,| remarks, and perhaps a part of his sales 
divisional manager, and H. W. Terry,| story, but the great percentage of them 


| fail to come back. 
That was the old way of selling in 
the department stores, Wick points out. 


vice president of Cramer-Krasselt Co., 
Norge advertising agency. 
Luncheon was served at the President 


Hotel and in the evening an old-fash-| By adding an outside sales force he has | 


ioned Dutch Lunch was served. 


been able to capitalize on these con- 


CABINETS BY 


P— a 


SAINT PAUL 


CONTRACT DIVISION 


THis division of experienced 


competent Engineers, Designers and Work- 
men, with years of intensive study in 
specialized knowledge on Cabinets ex- 
clusively, was created by Seeger for the 
leading Unit Manufacturers in the Refrig- 
eration Industry. These acknowledged 
leaders selected Cabinets by Seeger to 


successfully introduce their models. 
Vv 


SEEGER REFRIGERATOR CO. 


SAINT PAUL, MINNESOTA 


644 Beacon Street 
Kenmore Square 


BOSTON, MASS 


232 Fourth Avenue 


Wabash 
CHICAGO, ILL 


655-57 So. LaBrea Ave 666 Nort? 


LOS ANGELES, CAL 


Fourth Ave. at 19th St 


NEW YORK, N_Y 


| tacts by classifying them as prospects 
| to be followed up by future calls. 

Thus, a customer of the store who 
|stops when passing through is _ not 
“pounced upon” by a salesman who tries 
|to close the deal on the spot. Rather 
|the various features of the particular 
line in which the prospect appears in- 
terested are explained by the salesman. 


| The salesman, as tactfully as possible, | 


rela- 
buy. 


information 
to 


to uncover 
the prospect’s ability 


Offers to Mail Booklet 

The salesman usually closes the inter- 
view by offering to mail the prospect a 
manual or descriptive booklet concern- 
ing the make in which she appears 
most interested. 

The name, if obtained, is carefully 
filed on a card, and the salesman mak- 
|ing the contact is given four days in 
which to follow up the prospect. 

If the salesman calls within this four- 


} attempts 
|} tive to 


day period of grace, he is protected (no | 100! : 
other salesman can call on the prospect) | largest department store building in St. 
| Louis. 


for a 30-day period. 

| If he fails to make a call within the 
four days, the prospect becomes “fair 
game” for any salesman. 


Alternating Cycle 


| The salesman is given opportunity to 

take advantage of the “spurring on” 
| effect afforded by such a proposition in 
|that he works a day on the floor, and 
then a day in the school, on a con- 
tinually alternating cycle. 

“These men do a good share of their 
selling in the field,” Wick declares. “You 
| must remember that 
|room to which we can bring the pros- 
| pects at night, because the store is 

locked up at 5:30 p. m.” 


we have no show- | 


emphasis on economy, 
or special bargains. 
Wick has recently started a program 


easy payments, 


of devoting a week of special activity | 


concentration to some one 
make which Famous-Barr 


and sales 
particular 
sells. 
Premiums Offered 
All the advertising copy deals with 
the particular make, and some premium, 
such as a set of dishes or a special tray, 


| three 


| 


| 
| 


| 
| 


by dealers throughout the country. This particular windowful was 
exhibited in Dayton. 


7 FREE CURRENT GIVEN 


TO UNIT PURCHASERS 


KANSAS CITY, Mo. 
for the amount of electric current 
needed to operate a refrigerator for 
months are being given to all 
electric refrigerator purchasers in Kan- 
sas City during the period from July 
14 to August 31. 

The offer is made in connection with 
a campaign sponsored by the Electric 
Refrigeration Bureau and cooperated in 
by 15 electric refrigeration distributors 
and the Kansas City Power & Light Co 

More than 90,000 folders describing 


Coupons good 


is given away with each box purchased. |the offer are being distributed by the 
Wick reports that he has found this | 


system an efficient way to spur the | domestic current users. 
in a diversity of | C4?Ty the names and makes of refriger- 


salesman’s interest 


makes, and also to boost the volume 
of sales. 
The sales manager holds training 


schools for his men, and hopes to have 
more of them throughout the year, in 
keeping with his idea of a small, but 
highly efficient sales force. 

The main refrigeration sales show- 
room is on the seventh floor of the 


But Wick has another salesroom, on 
the basement balcony, where he displays 
refrigerators that appeal to the moder- 
ate or low-income classes. The people 
who shop in the basement very often 


|} are therefore “not exposed” to the prop- 


osition of electric refrigeration. 


Wick hopes to expand this section 


| 
| 


| 


| 


|}never get up to the seventh floor, and | 


utility company’s meter readers to the 
These folders 


ators handled by cooperating distribu- 
tors. 

The distributor and dealer divide the 
expense of the electric current offer. 
When a sale is made, the distributor 
sends a check for $5 to the utility com- 
pany with a carbon copy of the certifi- 
cate which has been given to the buyer. 
When the distributor bills his dealer for 
the refrigerator sold, he adds $2.50 to 
the dealer’s cost of the refrigerator. 

Newspaper advertising costing $2,250 
is being carried on throughout the cam- 
paign. Signed by the Electric Refrig- 
eration Bureau, each advertisement car- 
ries the names and addresses of the 
firms cooperating. 

These are: Copeland Refrigeration 
Co.; Frigidaire Sales Corp.; Glueck & 
Co. (General Electric); Townley Metal 


|& Hardware Co. (Gibson); Jenkins Mu- 


during the coming year, as he believes | 
that the low-income class is becoming | 


of increasing importance as a potential 
market for electric refrigeration. 


Tie-in with Demonstrations 


A tie-in is made whenever possible 
| with the home economist engaged by 
Famous-Barr. When she lectures on 


Sales Manager Wick urges his men to | 


| keep on the trail of business by outside 
contacts. He emphasizes the value of 
ithe user, because as a champion sales- 
|}man for one of the leading distributors 
in Missouri he had used the user almost 
exclusively in getting prospects. 

“It’s the only way a salesman can go 
ahead to make a monetary success of 
his work,” says Wick. 


Two Types of Salesmen 


The Famous-Barr refrigeration sales- 
men are generally of two types: those 
with previous refrigeration selling ex- 
perience, and those with little or no 
experience in any line of selling en- 
deavor. 

The men aren't drafted from other 
divisions of the Famous-Barr store. 


Wick’s sales organization is compara- 


tively small, but in his own words he 
prefers a “small, aggressive organiza- 
tion, to a large and unwieldly one.” 


Famous-Barr sells its refrigerators on 
both the Meter-Ice and contract basis. 

The Meter-Ice idea was characterized 
as a great attention-getter, which serves 
to spotlight the prospect’s attention on 
the easy way in which a refrigerator 
can be financed. 


Contract Sales Lead 

Up to the present time, however, sales 
made on the Meter-Ice basis are not 
approaching those made on contract in 
volume, Wick remarked. 

The manuals or “catalogs” of the 
various lines are the only type of pro- 
motional literature that is mailed out, 
Wick states. He does not believe in 
direct-by-mail work by a department 
store set-up. 

A good deal of newspaper advertising 
is done, however, to draw the public's 
attention to the sale of refrigerators by 
Famous-Barv. 

Copy is of the direct-appeal type, with 


cold cookery, users are invited and told 
to bring their friends. 

The selling effort in 
the home economist’s 
of a “silent” nature. A refrigerator will 
be placed in the room where the audi- 
ence sits, with a salesman nearby to 
explain its workings to any who are 
interested 

Creation of interest in the advantages 
in the use of an electric refrigerator 
is what Wick hopes the cooking schools 


connection with 
work is mostly 


will do 

He has an idea about the work of a 
home economist which he hasn't been 
able to put over as yet. He would like 


to have the home economist call imme- 
diately after an installation and explain 
the proper method of using the refrig- 
erator. 


“It would save many a service call,” 
he says. 
Salesmen Call Back 
No eing able to hire home econo- 
Not being able to hire hom 


mists for the job, he makes the salesman 
who sold the job do it. Besides saving 
some unnecessary service calls (relative 
to noise, etc.) it creates a lot of user 
good will. 

Wick has his own service department, 
a group of trained men ready to deliver 
a box or hop a service call at a moment's 
notice. 

So effective has Wick’s work been 
that he has been made downtown 
dealer for one well-known line and dis- 
tributor in St. Louis for another. 


U. S. BUYS KELVINATOR 


OMAHA—The U. S. Department of 
Agriculture has purchased a model D-14 
Kelvinator for the government experi- 
mental farm at Kearney, Nebr. It will 


sole 


‘be used in testing seeds 


sic Co. (Ice-O-Matic); Western Kelvin- 
ator Co.; Russell Phileo Co. (Leonard); 
Sterling Radio Co. (Majestic); Richards 
& Conover Hardware Co. (Mayflower); 
Gille Mfg. Co. (Mohawk); Moser & Suor, 
Inc. (Norge); K. C. Distributing Co. 
(Servel); Goetze-Ryan, Inc. (Sparton); 
Satterlee & Blue, Inc. (Westinghouse). 

Chairman of the local bureau is C. F 
Farley, vice president, Kansas City 
Power & Light Co., and the secretary 


is G. W. Weston, secretary-manager of 
the Electric and Radio Association of 


Kansas City 


BROWN-JOHNSTON CO. NAMED 
MAJESTIC DISTRIBUTOR 


CHICAGO Brown-Johnston Co. of 
Spokane, Wash., has been appointed dis- 
tributor of Majestic refrigerators and 
radios for that section of eastern Wash- 


ington and northern Idaho known as 
the “inland empire.” 

G. Roy Lamphere wiil have charge 
of all radio activity, while L. Weiss is 


and in 
promotion 


general sales manager charge 


of refrigeration 


MANNY NAMED RECEIVER 
FOR CABRANETTE CORP. 


MICHIGAN CITY, Ind.—Carter H. 
Manny has been appointed receiver for 
the Cabranette Corp., manufacturer of 
refrigerator cabinets, by the LaPorte 
Superior Court, LaPorte County, Ind. 

The receiver took charge of the 
assets of the corporation as of July 7, 


sales 


1932. A letter to creditors asked them 
to file a verified claim of indebtedness 
with Mr. Manny within 30 days after 
July 12 


MILWAUKEE FIRM TO SELL 
ZEROZONE UNITS 


MILWAUKEE~—The Edwards Motor 
Co. of this city has been appointed dis- 
tributor for Zerozone electric refrigera- 
tors, according to J. P. Vogt, advertising 


|department, Zerozone Products Corp 
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GIBSON ELECTRIC REFRIGERATOR CORPORATION 
GREENVILLE - MICHIGAN 


EXPORT SALES DEPT. 
Cable Address 


matchless 


20) N. Wells St- 
Chicago, Hlinois “GIBSELCO” Chicago 
U.S. A- Bentley Code 
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JUNE SALES BEST OF 
YEAR FOR LINDBURG 


ST. LOUIS—June was the most suc- 
cessful period of sales activity thus far 
this year, according to R. H. Wilson, 
sales manager of Arthur R. Lindburg 
Co., Westinghouse distributor here. 

With 78 salesmen in the Lindburg 
organization, one has a record of 87 
sales so far this year, and four others 
have more than 40 sales each for the 
year. George Schultz is the ranking 
salesman, with 87 sales. He stands fifth 
in line of the Westinghouse “Quota 
Busters,” thus far. 

Joe Lang, Bert Weiss, E. W. Dinan, 
and Art Henry are also among the 
leaders. 

In a recent “spelling bee’ conducted 
by Wilson and four supervisors, the men 
answered questions dealing with com- 
petition, types of refrigerator; capacity, 
sizes, construction, and mechanical fea- 
tures of competitive makes; history of 
refrigeration; types and makes of the 
past; cycle of operation, answers to 
objections, etc. 

In order to spell them down, Wilson 
reports that it will be necessary to get 
prominent engineers to give the ques- 
tions. 


ELECTRIC COOKING’ PAPER 
ISSUED BY ELECTROCHEF 


DETROIT—“Electric Cooking” is the 
name of a monthly paper which has 
appeared for the first time under the 
auspices of Electromaster, Inc., in the 
interests of Electrochef electric ranges. 

Of tabloid appearance, heavily illus- 
trated, the paper contains “testimonials” 
from satisfied electric range _ users, 
recipes, and stories to bring out the 
coolness, the speed, the flavor retention 
of electric cooking. The back page is 
an advertisement with a coupon through 
which the housewife may order an 
Electrochef booklet. 

Gerald Hulett, sales promotion man- 
ager, is editor of the paper. 


NOSSER NAMED MANAGER 
OF ALBANY BRANCH 


ALBANY, N. Y.—Henry Nosser, a 
member of the Allen-Ingraham, Inc., 
Westinghouse refrigerator distributing 
organization since its beginning, has 
been made retail sales manager of the 
Albany branch. He was formerly dis- 


Willie Vocalite Draws an Audience 


FRIGIDAIRE QUESTIONS 
COMMERCIAL SELLERS 


DAYTON—‘How many gallons of 
water an hour should be provided for a 
steel mill in Birmingham, Ala., which 
employs 320 men?” 

So read the first of a long series of 
questions which were sent out last week 
to every salesman of commercial Frigid- 
aire products, as a test of his fitness 
and qualifications to receive an FCM 
(Frigidaire Commercial Man)—-a new 
decoration in the company’s field or- 
ganization. 

Other questions in the list check not 
only the salesman’s' knowledge of 
Frigidaire products, but also their appli- 
cation in various wholesale and retail 
fields, before awarding him the degree 
of FCM. 

Commercial selling men and super- 
visors who qualify will receive appro- 
priate credentials, according to L. Mc- 
Cutcheon, former commercial sales man- 
ager, and recently appointed Chicago 
branch manager. 

The aspirant must have complete 
knowledge of the company’s commercial 
products and their specific applications, 
and must be familiar with all funda- 
mental sales engineering literature 
which has been prepared to assist him 
in specifying equipment. 

Those who pass the examination will 


Atlantic City, N. J. 


RESSURE TYPE COOLERS 
LEAD SALES IN CHICAGO 


CHICAGO—City pressure-type water 
coolers are out-selling bottle-type cool- 
ers by a great margin in the retail 
water cooler sale being held by the 
Copeland Refrigeration Co. of Chicago 
concurrently with its opening of new 
offices and showrooms at 540 North La- 


Salle St., according to H. T. Kessler, 
president. 
The sale of the coolers will be con- 


tinued through August. 


KELVINATOR WATER COOLERS 
SOLD TO PENN U. 


PHILADELPHIA—The sale of water- 
cooling equipment for all the buildings 
of the University of Pennsylvania, is 
reported by Raymond Rosen Co., Kel- 


trict manager of Queens County. 


vinator distributor here. 


CABINETS BY 


P— 


SAINT 


CONTRACT 


HE Ideas originated 


PAUL 


a ~<@ 


WESTINGHOUSE USES 
REFRIGERATOR ROBOT 


MANSFIELD, Ohio — Westinghouse 
|electric refrigerator distributors and 
dealers in some sections of the country 
are attempting to promote sales this 
season by sponsoring appearances in 
| their localities of Willie Vocalite, the 
Westinghouse refrigerator robot. 

The Wisconsin Sales and Supply Co., 
distributor of Westinghouse refrigera- 
tors in Milwaukee county (Wis.), con- 
ducted a campaign in conjunction with 
the robot’s demonstrations when the me- 
chanical man made a month’s circuit of 
Warner Bros. theaters in and around 
Milwaukee in March and April. This 
was the first stop on his tour. 

Willie Vocalite opened for a week's 
showing at the Warner Theater, Mil- 
waukee. He then spent four days at 
the Kenosha Theater, Kenosha, Wis.; 
three days each at the Downer Theater, 
| Lake Theater, Venetian Theater, and 
| State Theater, all in Milwaukee; four 
| days at the Venetian Theater in Racine, 
| and two days each at the Granada Thea- 
| ter and Egyptian Theater, both in Mil- 
| 


| waukee. 
35,000 See Robot 


Warner officials estimate that 35,000 
| persons attended their theaters to see 
the robot. This same number saw dis- 
| plays of Westinghouse refrigerators, as 
| the Wisconsin Sales and Supply Co. had 


Here’s how Willie Vocalite, the Westinghouse refrigerator robot, attracted crowds to the Harrison Refrigera- 
tion Co.’s display of Westinghouse refrigerators at a local merchants’ and manufacturers’ exhibition held in 
In the background is Willie with his guardian, C. L. Kirkpatrick. 


o— 


be placed upon a preferred mailing list 
to receive special sales and engineering 
information, which a well-informed and 
aggressive salesman can use to advan- 
tage in closing an order. 

“The FCM pin will stamp its wearer 


as a man who knows the product he is 
selling, will increase his prestige with 
the prospect and lend weight to his 
sales arguments,” McCutcheon said. 

For the next 30 days Frigidaire com- 
mercial selling men will continue to use 
a so-called “hot weather broadside” in 
paving the way for a sales talk. This 
summer activity is based upon the 


They Had An Alibi 


NEW ORLEANS—Salesmen Rob- 
ert J. Magoni and Reuben Elster 
of the Max Barnett Furniture Co. 
were 40 minutes late to a Norge 


dealer meeting being held in the premises that in hot weather ice melts 
Monteleone Hotel here. faster, foods spoil quicker, trim in- 
Not being sure of the exact loca- || creases, turnover is slower and food 


tion of the meeting, they had 
stopped at the hotel desk to inquire 
its location of the clerk. After re- Each commercial salesman is_ pro- 
ceiving the information, Magoni vided with a hot weather “selling guide” 
inquired of the clerk as to whether to assist him in organizing his daily 
he had an electric refrigerator at work and keeping a record of his calls 
home. The answer was “No,” so and prospects. 
Magoni started working on the 
clerk, and secured a Norge order. 
The floor manager, attracted by 
the talk, strolled over, and Elster 
pounced on him. Within the course 
of a few minutes, the floor manager, 
too, had signed a Norge contract. 


handlers are most conscious of their 
need for better refrigeration. 


GERMAN CONSUL BUYS 6. E. 


NEW YORK CITY—Dr. O. C. Kiep, 
German Consul General, has bought a 
|General Electric refrigerator, model 


refrigerators on exhibition at every the- 
| ater, with members of their sales force | 
| to contact as many of the theater-goers | 


| as possible. 


DIVISION | 


by Seeger now the 


On the last day of his stay in Milwau- | 
kee, the robot gave a demonstration of | 
his antics every hour at the distribu- | 
tor’s showroom. R. W. Barbour, one of 
the distributor's staff, says that these | 
these performances resulted in sales of | 
a considerable number of units 

During early May, Willie went with 


Standard of the Industry : All Porcelain 
Cabinets; Chiltray; Electric Lights on Switch; 


W ater Cooler; Self Contained Models; De- 


Luxe Cabinets; 


| his “guardian,” C. L. Kirkpatrick of the 
| Westinghouse Electric and Mfg. Co., to 
| Atlantic City, where his appearance at 
|a local merchants’ and manufacturers’ 
| exhibition was sponsored by the Harri- 
son Refrigeration Co., dealer. 


Compressor Compartment 


Louvres; Vegetable Bin; Vegetable Crisper, 
Adjustable Coil Hangers. Heavy Insulation; 
Overhead Coil Bunker in Commercial Models; 


Porcelain Cooling Com 


partment; Drain Elim- 


ination; Continuous Hinge; Concealed Locks; 


Chromium Plated Hardware; Bevelled Doors; 


Artistic Tops; Sealed In 


v 


sulation. | 


| where 


SEEGER REFRIGERATOR CO. 


SAINT PAUL, MINNESOTA 


232 Fourth Avenue 
Ave. at 19th St 


NEW YORK, N.Y 


F ourtt 655-57 So. LaBrea Ave 


LOS ANGELES, CAL 


644 Beacon Street 
Kenmore Square 
BOSTON, MASS. 


666 North Wabash 
CHICAGO, ILL 


Eight Sales Closed 


Harrison officials state that 130,000 
persons were attracted to their refrig- 
erator display by the robot’s antics, and 
that eight sales were made during the 
exhibition, in addition to the securing 
of a large prospect list. 

El Paso was the next stop on the 
mechanical man’s tour. There his dem- 
onstrations were sponsored by the Peter- 


son Lumber and Paint Co., Westing- 
house dealers. 
The robot's next stop was at Albu- 


querque, N. Mex., where he appeared in 
the sales room of another Westinghouse 
refrigerator dealer, the R. C. Reidling 
Music Co. Five thousand persons at- 
tended his showing there. 

Pueblo, Colo., Westinghouse dealers 
were next hosts to Willie Vocalite. Mr. 
Kirkpatrick and his mechanical charge 
then crossed the country to Pittsburgh, 
the robot gave several demon- 
strations in the showrooms of Boggs 
and Buhl, Westinghouse dealers. 


INDIANAPOLIS DEALER 
EQUALS 1931 SALES 


INDIANAPOLIS—Walter S. Gibson, 
Frigidaire dealer at 42nd and College, 
has done a volume of business during 
the first six months of 1932 equal to 
the entire amount of business done dur- 
ing 1931. 


S-67, for installation in his home. 


Revere 


Seamless Copper 


Refriecration Lubing 


A soft, 99.9% pure copper tubing, manufactured exclusiv ely 


to meet the rigid requirements of the Refrigeration Industry. 

ANNEALED ELECTRICALLY to prevent splitting during flanging 
operations. DEHYDRATED by a special drying system with absolute 
control over the entire length of the tubing. SEALED against moist- 


ure. DEoxiIpIzED and positively free from flaws. 


Other Revere Products for the Industry 


SHEET CopPER... available in every commercial variety. BRAss 
Rop... 


REVERE Brass ForGInGs . 


specially suited for high speed screw machine production. 
. twice wrought . having high 


tensile strength, tightness to gas and low cost for the finished parts. 


For further information, address Revere Copper and Brass 


Incorporated, 230 Park Ave. New York City. 


Revere Copper and Brass 


INCORPORATED 
Baltimore Diwision, Baltimore, Md 


Higgins Diwision, Detroit, Mich 


Dallas Diwision, Chicago, 11! 
Michigan Diwision, Detroit, Mick. 
Rome Diwision, Rome, N. Y 
NEW YORK CITY 

ROME, N. Y. 


Taunton-New Bedford Diwisicn, Taunton, Mass 


Executive Orrices : 


Generar Orrices : 
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DECREASE REPORTED 
IN UNDELIVERED MAIL 


WASHINGTON, D. C.—Direct-mail 
advertisers, largest users of the postal 
service, by careful mailing brought 
about a marked decrease in the num- 
ber of dead letters received at United 
States post offices during the past fiscal 
year, it was stated at the Division of 
Dead Letters and Dead Parcels, Post 
Office Department. 

The decline in letters and parcels 
which never reached their addresses 
was nearly double the decline in postal 
business generally. Preliminary esti- 
mates placed the reduction in dead mail 
at between 15 and 20 per cent below 
figures for 1931. Postal transaction gen- 
erally fell off about 9 per cent. 

More than 3,000,000 fewer letters came 
to dead letter offices, it was estimated, 
and the amount of money contained in 
letters received was nearly $600,000 less 
than in 1931. 

Part of the decrease was attributed 
to the fact that business houses which 
are consistent users of direct-mail ad- | 
vertising, saved millions of dollars 
through the use of return-cards on ad- | 
vertising envelopes, by means of which | 
they kept their lists up to date. 

“For many years,” the report of the | 
division stated, “it was not poise Bey 
good advertising practice to use en- 
velopes bearing the firm’s return ad- 
dress, on the theory that the recipient 
was less likely to open the letter if vf 
realized it was advertising matter, than | 
if the envelope bore no clue as to its 
contents. 

“During recent years, however, and 
especially during the last fiscal year, 
the department has impressed upon | 
direct-mail advertisers that it is more 
valuable to keep mailing lists up to date 
and know just who receives the adver- 


tising matter, than to use envelopes 
which end their trips in dead letter | 
offices.” 


By having misaddressed envelopes re- 


turned by use of the return address, the | 
is able to know at all times who | 


mailer 


is receiving his advertising, and just 


how many of his letters are going to| 


old and inaccurate addresses, it was 
pointed out. 

During 1931, the department received 
19,957,684 dead letters, in which 
was money and other property valued at 
about $4,000,000. Of this total, the ma- 
jority was in checks and money orders 
and the remainder was in currency and 
postage stamps. 

After the department has made every 
effort to deliver a misaddressed or illegi- | 
bly addressed letter or parcel, and there 
is no way to return it to the sender, it 
is sent to the dead letter office at Wash- 
ington, D. C., where it is opened, 
valuable contents removed, 
stroyed by burning. 

The peak of dead letter receipt was 
in 1927, when more than 25,000,000 unde- 
livered envelopes found their way to the 
dead letter office. 


80% OF CITY HOMES ARE 
WIRED, FARM HOMES 12% 


WASHING 3TON, D. C.—Four out of 
every five homes in the United States | 


(excluding farm homes from considera- | 


tion) are wired for electricity, accord- 


ing to an analysis of census figures re- | 


ceived by the Department of Commerce. 
The percentage is about 80, as com- 


pared with 66.77 per cent for the nation | 


when farm homes are included. 

Slightly more than two thirds of the 
homes in towns of less than 10,000 popu- 
lation are wired, the percentage being 
67.43, the analysis shows. The percent- 
age for cities over 10,000 is given as 
91.68, while the percentage for farm 
homes is 12.32 

The analysis discloses wide 
in the percentage of homes wired in 
different regions. Percentages range 
from 29.39 per cent of all homes in the 
East South Central states, to 91.66 per 
cent in New England 

Percentages for the other 


variations 


given as follows: 

Middle Atlantic, 8841; East North 
Central, 77.73; South Atlantic, 40.68; 
West North Central, 57.74; West South 


Central, 35.92; Mountain, 56.66; and 
Pacific, 87.21 

In the East South Central region, the 
percentage of farm homes wired is only 


285: in the West South Central, 3.27; 
and in the South Atlantic, 5.31. About 
half the farm homes were said to be 


wired in the New England and Pacific 


regions. 
* * 


there | 


any | 
then de-| 


regions are | 


Starts Travels 


WILLIAM KLEINER 


salesman 
contest. 


Detroit 
qualifies 


3 FRIGIDAIRE SALESMEN 
AVERAGE 1 SALE DAILY 


| NEW YORK CITY— Three Frigidaire 
salesmen in the New York City area are 
| consistently averaging better than one 
household sale a day. They are J. R. 
Bromfield, W. Baker and T. F. O’Keeffe. 
During the past 100 days 
|has sold 119 household models. 
has 97 to his credit for 78 working 


Westinghouse 
first in travel 
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Bromfield | 
Baker | 


| days and O'Keeffe 67 for 51 days. Brom- | 


field was the first salesman in this 
| territory to qualify for the 1932 B. T. U. 
}club, honorary national organization 
composed of star salesmen. 

O’Keeffe has a very definite program 
|for each working day. He devotes the 
morning to canvassing, the afternoons 
;to call-backs and the evenings to ap- 
|pointments he has made. If he has no 
|}appointments he makes “crash calls.” 
| One evening he made three sales by 
| this method of dropping in unannounced 
;}on a prospect. 


CLEVELAND LEAGUE ISSUES 
BOOKLET ON REFRIGERATOR 


CLEVELAND~—-Folders entitled “Se- 
|lecting Your Electric Refrigerator” have 
been made available to electric refrig- 
|}erator distributors and dealers by the 
| Electrical League of Cleveland. 

The folders are designed to be used 
by salesmen only when the prospect 
|}announces his intention to purchase an 
“unknown” refrigerator. 

For each distributor the folders have 
&. imprint of the make of refrigerator 
| carried. 

The front of the folder carries a copy 
= the league’s seal of approval, and 


ys: “The Electrical League’s approval | 


lot an electric refrigerator, or other elec- 

tric appliance, is a mark of worth. This 
| approval is given only after thorough 
|examination and investigation.” 

The message on the two inside pages 
begins: “When you select your electric 
refrigerator, you should take into ac- 
|count size, style, and price—size, to give 


;}you ample storage space and freezing 


capacity; style, to fit pleasingly into 
|your kitchen or pantry; and price, with 
}a view to getting the most for your 


|money in efficiency, economy, 


| dependability.” 


durability, | 


| The back page invites the prospective 
| purchaser to call at the league's elec- | 
| trical exhibit. 


| IRVING TRUST CO. NAMED 
| RECEIVER FOR INSULL 


Irving Trust Co. 


NEW YORK CITY 
of New York has 
lceiver for the National 
| National Electric Power, 
Public Service Companies, 
ern properties. 

Efforts to preserve the Middle West 
Utilities stake of $40,000,000 in the $600,- 
000,000 Insull Eastern properties repre- 
sented by these companies has come to 
a halt. Charles A. McCulloch, receiver 
also of the Middle West company, has 
resigned as receiver for the 
companies after eight days of service 


Public 
and Seaboard 
Insull east- 


Number and Percentages of Homes 


Wired for 


Region Total 
New England 1,821,597 
91.66 
Middle Atlantic 5,648,516 
88.41 
East North Central 4,956,427 
fe « 
South Atlantic 1,431 578 
40.68 
East South Central 669,050 
29.39 
West North Central 1,920,199 
57.74 
West South Central 1,032,394 
35.92 
Mountain 920,556 
56.66 
Pacific 2,016,507 
87.21 
Total U. S 20,016 823 
66.77 


Cities over 10,000 


Electricity 


Towns under 10,000 


1,326,608 441,334 
98.35 $1.72 
4,157,405 1,377,013 
94.52 84.78 
3,445 774 1,307,997 
93.76 79.08 
844,584 523,393 
75.15 43.68 
383 945 253,153 
71.2 41.15 
1.082.984 740,296 
90.67 75.08 
199, 085 393.069 
73.13 47.75 
241,344 230,038 
93.06 59.65 
1,432,150 445,963 
103.39 67.89 
13,463,829 5,712,256 
1.68 7 


reservoir as it works past the bushing 


been appointed re-| 
Service, | 


National | 


OILER 
BEARING 
WICK 

OIL 

WICK TUBE 


DELCO MOTORS WITH _~_. 


SEALED 
LUBRICATION | 


|, 


Deco sealed lubrication forestalls the most common cause of 
motor failure ... improper or inadequate oiling of the bearings. The 
correct grade of oil, the correct amount for each bearing, is sealed-in at 
the factory. It stays in the oil reservoir, no matter whether the motor is 
tipped on end, or shipped upside down. It feeds to the bearing by 
positive capillary pressure, and the surplus automatically returns to the 
- « none of the oil can get onto the 
commutator or rotor. Of course, Delco motors with sealed lubrication incor- 
porate the Delco principles of design which have proved so successful 


in millions of refrigerator installations. They are built to give unfailing 


performance—they uphold the reputations of the finest of refrigerators. 
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Electric refrigerator and appliance deal- | 
| 


NEW BRITAIN, Conn.—The Boraw- 


“After two months’ use, I feel that it | 


is only fair to tell you of the wonderful 


Illustrations of 10 ways of using cut- 
One of these is 


|/out letters are given. 


marketable securities amounted to $111,- 
678,000, and the company had no notes 


SLOAN LISTS 7 KEYS li Wi GENERAL ELECTRIC CO El 
Utility Salesmen Win Panamas | , 
TO BUSINESS GAINS SALES FOLLOW TREND Pk 
| = ; . 

SAN FRANCISCO—Seven keys to | SCHENECTADY, N. Y. Sales billed sg 
business recovery were given by Alfred | by the General Electric Co. for all apa 
P. Sloan, Jr president of General | Classes of electrical products during the be f 
Motors Corp., in an address before the | first six months of 1932 amounted to app 
Sietiones WMaitesial Aascvintion hese. | $80,210,498.15, as compared with $141,- assi 

The keys are: | 180,091.13 for the corresponding period her 

“aalene éenhdense. | last year, a decrease of 43 per cent, T 

“Insure jobs. Gerard Swope, president of the com- of | 

“sien dines eltentive Wet of eveilable pany, announced last week. (Editor’s A 
etedit tacilities. | note: The statement does not give is | 

“Bring down costs in all fields. | figures for the Electric Refrigeration Ele 

“Reduce government costs. a eel ‘ mar tral 

“Reorganise government edministra- Profit available for dividends on the roo 
prey common stock for the first six months pip 

“Distribute taxes more equitably.” | of ae wae 7,653,187.61, compared with kK 

Productive Employment he i rages ced gg —_ ae of ove 
ast year. s pro is equivalent to , 

The largest single job which faces in- 27 cents per AB for Py months of ae 
dustry throughout the world is that of | 1932 and 75 cents per share for the first has 
getting men back into productive em- . | Six months of 1931, on 28,845,927 shares vat 
ployment, Mr. Sloan stated. 5 a outstanding in both periods. wit 

“Economists tell us that the average ao ing 
man now has four-fold the advantages | i 11 Cents on Common Stock 7 
of that individual who lived at the be-| ‘ Profit available for common stock for me 

. ginning of the eighteenth century. Sci- | ; the second quarter of 1932 was 11 cents $20 

- entists say that he who lives at the be- | 2 per share, and, therefore, the dividend the 
si ginning of the next century will have. 3 of 10 cents per share to be paid on July in 
7 progressed equally beyond those who in- | = 25 was more than earned. 7 

: habit the earth now. - | The July dividend will be distributed tiv 

“If these statements are true, eoe| ; : to 174,000 stockholders, compared with ap: 
what we are going through is a tem-| rf 133,163 a year ago. : ¥ 
porary maladjustment of human affairs. | Orders received by the General Elec- the 
Once this is corrected, we will again | tric Co. for the first six months of 1932 edi 
resume our interrupted progress toward | amounted to $68,708,712, compared with er 
new standards.” John S. Pfeil, New England Frigidaire manager, set up a hat store at the victory banquet of Connecticut Power Ipsetecenagent p< gag Be oe hye iy. ane ra 

Cites Industry’s Growth & Light Co. in paying a bet of 32 Panama hats when the utility oversold its campaign quota. | In a statement sds es eataianiess ma EI 
F — b poe oe a etnies ae inn oy — —_ — een | Momiay with the dividend checks, the 

ry had grown from ,150, in to |G P 2-ctri states £ “e ‘ts 
$1,028,791,000 in 1929, giving employment CREDIT SLIPS ON PURCHASES Salesman Not Sold CELOTEX FOLDER GIVE SalanaT Ge ie Gecactaaee ar ee P, 
to 600,000 men and women in the plants, GIVEN AT DEMONSTRATION |merce relative to the electrical manu- 
and to probably 3,500,000 more in the : ; On Refri erator: WINDOW DISPLAY IDEAS facturing industry in the United States 
tay sto hanodinamgesi menage meme NEW BRUNSWICK, N. J.—A_ $10 g a aya |for 1931 and for the first quarter of “a 

, vers, . ans adit ali ; * 932 s , E . anv’s wae : 

“If our plants were operating today at ea ee payee vio sd pi Mand el He Buys One CHICAGO—tThe uses of Celotex wall not ce ry Pose te ei th 
anything like normal the depression was given to every woman attending fait board in making window displays are | same rate as orders received “oy ais te, wl 
would be behind us.” er at on food economy sponsored NORTH VANCOUVER. B. C a| described each month in a letter-size | qustry as a whole; in other words, that lat 

Most commodity prices today are at| pero recently by the Spad Neneee. tan Westinghouse refrigerator ‘salesman for | f°lder, “Eye-Catching Ideas” sent out | the company éontinuses to receive shout a 
or below the cost of production, Mr. Trench St. sal lthe British Columbia Electric Railway by the Celotex Co., 919 North Michigan | the same proportion of the total avail- se 
Sloan said, pointing out that costs must Miss Jacqueline Frost, Gibson Electric | Co. recently confided to H. A. Pollock, ave. ; | able business. | 
come down in all fields. Refrigerator Corp. home economist, con-| Canadian Westinghouse Co., Ltd., that, The July folder describes the use of R - bu 

ETE ducted lectures both afternoon and eve-| although he was selling refrigerators, he | cut-out letters in injecting a “punch” to | educe Operating Expenses pe 
ST. PETERSBURG, FLA., DEALER ning for three days. himself was not thoroughly sold. Mr. | the window. These letters must be large Salaries and expenses of operation fa 
. Pollock’s advice was “Buy one.” | enough, the bulletin says, to be easily | have been drastically reduced, it was ; 
CHANGES FIRM NAME | The following letter came to Mr. Pol-| read across the street. This enables the | declared, but no undue curtailment of re 
i RACKLIFFE APPOINTS 2 NEW tock from the salesman, who followed pe song perigee —— engineering and research work on new be 
ST. PETERSBURG, Fla. Pinellas s am passing e store, whether on e side- | developments is being made. 
Electric Refrigeration Co., Inc., General KELVINATOR DEALERS his advice walks, the street car, or in automobiles. | On June 30, 1932, cash on hand and 


er here; has changed its corporate name | satisfaction we have received from our | .s ‘ 2 : 
to that of Webb & Morgan, Inc., it |ski Furniture Co., 90 Broad St., and the| Westinghouse. Not only are we saving | the simple panel with the letters applied. payable nor any obligation bearing its U 
announces. Mead Motor Sales Co., Willimansett,/;real money but we are able to enjoy | Others give a silhouette effect; another | endorsement outstanding. None of the 


The officers and directors are the 


same, states E. B. Webb, president, and | 


CONTRACT 


Mass., have been appointed Kelvinator 
dealers, according to Fred Rackliffe, 


DIVISION 


| food that formerly was far beyond our 


income. As an instance of this, my wife 


erator in my home gives my sales talk 


that much more punch.” 


|makes a decorative effect by using a/| 
|}cut-out palm tree as a background for 


Still other bulletins give technical 


matter, such as the methods of cutting, 


“BEST READ AD OF WEEK’ 


and otherwise preparing the 
One technical bulletin gives 


painting, 
wallboard. 
the full story of the manufacture and 


companies in which General Electric 
Co. owns a majority interest had any 


the company during the last two years, 
it was pointed out, resulting in monthly 
savings exceeding $3,400,000, although 
the volume of new business has been so 
small during the past six months that 


the location at 620 Central Ave. is main- | vice president and secretary of Rackliffe | js able to serve ice cream at a cost of | the letters. ; funded debt or any loans owing to tr 
tained. ‘Bros. Co., Inc., distributor. 1 cent for a large helping. A show-window design has the letters | banks or to the public. al 
— | “ieee are a few of the actual cash | applied to merchandise; another, a hard- | - ai 
| savings: lettuce, 10 cents a head, 3 for | ware window, has merchandise applied WEST N p 
i y |25 cents; butter, 20 cents per ib., 3 Ibs. | © the letters—the large letters “Tools” | GHOUSE REPORTS p 
a CABINETS BY | for 55 cents; bacon, 16 cents per Ib., 11|°2'Tyimg an assortment of tools. A 3 
is leents per Ib. by the piece; celery, 15 | Window background carries the words | SECOND QUARTER SALES RB 
bie |cents per bunch, 3 bunches for 32 cents. | “Prices Go Down," and the letters ” 
| “There is, in addition, absolutely no |. down” are placed on four receding | EAST PITTSBURG >; Testi fi 
waste. Shopping is done only twice a levels. . I ae E a. At nigh Ah edpate v0 Pp 
week. The children are thoroughly satis- | The June bulletin shows examples of | 20US@ a ae wm Peper ie Sees wW 
fied with their meals. This last item is | patriotic window displays. Stars and eg rr — eink ak ee b 
lof -far greater importance than one | Stripes cut from Celotex are combined | 45 $20,343,216, compared with $20,388,658 4 
. : ‘ : é ee |in various ways to make backgrounds |!" the quarter ended March 31, accord- 
| would think, especially at this time of | for different types of merchandise. ing to the quarterly financial statement. = 
Bae ingen baleen i he ti heli One bulletin is devoted to a discus-| ‘Sales billed in the second quarter of P 
; ir gprs a ses TS See aken | sion of Celotex ornamental tile, which is | the year were $21,014,770, compared with 
S A I N a P A U e in preparing meals is more than halved, | jtiji2e4 particularly for windows de- | $20,377,948 in the first quarter—a total ¢ 
and the cost of entertaining about the signed in the modern manner. All the | of $41,392,718 for all Westinghouse prod- t! 
4 pases » tiene ts See the | designs are very simple, and combine in | ucts in the six months ended June 30 
- ‘aa innd 7; on & ane ale many different forms. Examples of such Constructive economies to reduce in- ( 
ee é ‘ ‘ . window displays are shown. direct expense have been initiated by 


; € 
physical properties of the board, includ- | the company operated at a loss notwith- 
TITLE GOES T0 FRIGIDAIRE ing reports on several tests carried out standing , 
by the Robert W. Hunt Co., engineers The total loss for the six months C 
SEEGER'S f ; t t = . ended June 30 was $3,202,127 
ears O Service as Con rac DAYTON—"Best read ad of the week” Current assets on June 30, however, 
y was the title given to an advertisement MUELLER LUMBER CO. EQUALS were $94.024.736. and current liabilities 
; of Frigidaire air-conditioning equipment $5,780,668, indicating a net working 
Manufacturers has resulted In the accu- appearing on the back cover of Liberty 1931 MARK IN 5 MONTHS capital of $88,244,068. The company has 
in a recent issue. no bank loans, no notes and no bonds ’ 
Liberty has, for the last nine weeks, DAVENPORT, Iowa-—Sales of the) outstanding ' 


mulation of Tool an 


involving expenditure 


d Die Equipment, 


of vast amounts of 


money, so that SPECIAL EXCLUSIVE 


DESIGNED MODEL 


S CAN BE HAD 


WITH LITTLE OR NO EXORBITANT 


TOOL COST. 


SEEGER REFRIGERATOR CO. 


SAINT PAUL, MINNESOTA 


232 Fourth Avenue 
Fourth Ave. at 19th St 
NEW YORK, N.Y. 


655-57 So. LaBrea Ave 
LOS ANGELES, CAL 


644 Beacon Street 
Kenmore Square 
BOSTON, MASS 


666 North Wabash 
CHICAGO, ILL 


sponsored a “reader interest” survey 
made by Percival White, Inc. Each 
week 150 persons are asked what they 
read in three of the large weeklies: 
Colliers, Liberty, and Saturday Evening 
Post. 

Says 
survey 

“These weekly surveys attempt to find 
out what—and how much—people read. 
Of course, people do not buy merely be- 
cause they read. The persuasiveness of 
what they read determines that. But 
they've got to read before they can be 
persuaded.” 

The advertisement was headed by the 
Frigidaire air conditioning slogan, | 
“Turn on the Cold,” and showed a 
photograph of a man with streams of 
perspiration running down his face. The 
Geyer Co., advertising agency, prepared 
the advertisement. 


UTILITY REPORTS 30% GAIN 


| 
IN 6 MONTHS’ SALES | 


HAGERSTOWN, Mad. 
Edison Co. reports a 30 per cent in- | 
crease in refrigerator sales for the first | 
six months of this year over the same 
period in 1931 
W. L. Hissong, merchandise manager, 


Liberty in commenting on the 


The Potomac- | 


| has started*a two months’ refrigeration 


campaign with a quota of 400 units. 
This company sells Frigidaire. 


Mueller Lumber Co., Kelvinator distribu- 
tor, for the first five months of 1932, 
equalled sales for the entire year of 
1931, declares M. W. Andresen of the 
home appliance department of the firm 
The firm, which has been engaged in 
the lumber and building material busi- 
ness since 1868, opened its Kelvinator 
department seven years ago. 


BROOKLYN BRANCH MOVES 


BROOKLYN The 
Allen-Ingraham, Inc., Westinghouse dis- 
tributor, in the Bay Ridge section of 
this city, has been moved to 8325 Fifth 
Ave 


branch office of 


BUSH 


FINNED TUBING 


INDIVIDUAL SQUARE FINS 


With modern equipment for 


are ready to meet the various 


» THE BUSH MFG. CO., 


years experience in the manufacture of finned tubing we 


tion industry for condensers or other fabricated forms of 
finned tubing. 


quantity production and 22 


requirements of the refrigera- 


HARTFORD, CONN. , 
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ELECTRICALLY EQUIP 
PRAGUE APARTMENTS 


PRAGUE, Czechoslovakia—The first 
apartment house in Czechoslovakia to 
be fully equipped with modern electrical 
appliances is reported by Sam E. Woods, 
assistant U. S. Trade Commissioner 
here. 

The new house contains 70 apartments 
of from one to five rooms. 

All light, power and heating energy 
is furnished by the Prague Municipal 
Electric Works. Warm water for cen- 
tral heating and for kitchens and bath- 
rooms is furnished through underground 
pipes from a nearby electric plant. 

Kitchens are equipped with electric 
ovens and electric refrigerators. All 
rooms have been fully equipped with 
electric outlets. The apartment house 
has four passenger and two freight ele- 
vators, four laundries fully equipped 
with electric washers, ironers, and dry- 
ing rooms. 

The annual rent for a two-room apart- 
ment fully equipped, is approximately 
$20 per month, only slightly higher than 
the ordinary apartment of the same size | 
in Prague. 

The new house is owned by a coopera- 
tive building society, and all 
apartments have been rented. 

Already another apartment house of | 
the same type and an all-electrically | 


of the 


How To Sell Major Appliances 


As Practised By Mitchell Hardware Co., Ashtabula, Ohio 


By Phil B. Redeker 
ASHTABULA, Ohio — Concentration 
on the sale of major appliances, which 
resulted in the sale of approximately 700 
units during 1931, brought a _ profit- 


|able volume of business to the Mitchell 
| Hardware Co. here despite the fact that 


the local industrial payroll was off 50 
per cent, states Don W. Mitchell. 

A great part of the hardware store’s 
success in the merchandising of major 
appliances is due to the fact that an 
outside selling organization has been 
built up, Mitchell states. 

This outside sales organization gives 
him a “flexible” selling force—so trained 
that when floor traffic is heavy he can 
have the men on his floor, and when it 
falls off, he can chase them out to 
bring in business. 


Specialty Selling 


Merchandising major appliances re- 
quires specialty selling, Mitchell points 
out, and as such it requires the man- 


lager to train his men thoroughly in the 


various products and the correct man- 
ner of sales presentation for each type 
of appliance. 

“We train our force by holding regu- 


work requires subtle propaganda as its 
weapon, and consequently the home 
economist must be efficient in that re- 
spect. Next, we make plans to give away 
some large article used during the 
school. 

“Tf we want to get other dealers in 
the city to cooperate, experience has 
taugh us that it is wise to get them 
lined up a month in advance. 


Open Promotional Campaign 


“After all arrangements as to hall, 
demonstrator, and cooperation have 
been completed, we open our promo- 
tional and advertising campaign. We 
have our entire force mention it to all 
our women customers and their friends. 
We reach every woman in our section 
by mail. 

“This is followed by publicity articles 
and small display ads in the newspapers, 
which stress the fact that the school is 
free. 

“For the big advertising shot, we have 
found the best results by taking a full 
| page 


|form, speaking of the school, introduc- | 


|ing the demonstrator, giving menus, 
|and making small items about our ap- 


equipped boarding house are under con-/lar store meetings at which we usually | Pliances. 


struction. 


ENGINEERING FIRM FORMS 
PATENT SERVICE DIVISION 


MILWAUKEE-—A new service which 
functions as a patent division for firms 
that cannot afford one of their own, and | 
which supplements the facilities of the | 
larger concerns, has been established | 
as a separate department by Schucht- | 
Mier-Robertson, Inc., consulting engi- | 
neers of this city. 

“Only 6 per cent of all patents find 
buyers, and of this 6 per cent, only 2 
per cent are successfully marketed,” 
stated G. M. Schucht, president of the 
company. “This means that out of every 
10,000 patents granted, only 12 prove to 
be profitable for the manufacturer.” 


COPELAND REFRIGERATOR 
USED IN MODEL HOUSE 


DETROIT—A 5-cu. ft. Copeland elec- 
tric refrigerator, a Clements portable 
air conditioner, an Electrochef range, 
and an electric ventilating fan have 
prominent places among other home ap- | 
pliances in the model home placed in | 
Grand Circus Park here by the Detroit 
Building Congress. 

The house, formerly condemned as un- | 
fit for sale or rental, was moved to the | 
park by the 


building association, and | 
was then remodeled and modernized in | 
both structure and _ furnishings, to | 
demonstrate to the public the economy | 
of making such improvements at the 
present time. 

Orders for equipment similar to that | 
displayed are taken at the demonstra- | 


. | 
tion house. | 


CLEVELAND KELVINATOR 
BRANCH CONTEST ENDS. 


CLEVELAND—Results of a_ special 
employe sales campaign instituted dur- 
ing the month of June have been re- 
ported by Myles Ewing, manager of the 
Cleveland Kelvinator branch 

Special tip fees were offered during 
June to all employes turning in the 
names of prospects. A total of 67 names 
the month, and 


was turned in during 

12 sales resulted from these prospects. 
Miss G. C. Weinacht, private secretary 
to Mr. Ewing, won the prize, and, in 


addition, closed six of the 12 sales per- 
sonally 

The same 
through July. 


HAMMOND CLOCK BRINGS 
OUT METER-CLOCK DEVICE 


CHICAGO A meter -clock device 
called the “Timesaver” has been put on 
the market by the Hammond Clock Co. 
for use with electric refrigerators or 
other household appliances sold on the 
deferred payment plan 

The clock has a synchronous move- 
ment operated by electricity, and the 
base of the clock is a savings bank 
The slot to receive the coin is in the 
rear. Models are available in “Tru- 
White,” a white plastic material similar 
to bakelite, and in walnut-colored bake- 
lite 


THORNTON SPAREY CO. USES 
BLACK TRAILER 


COLORADO SPRINGS, 
black-and-silver trailer bearing a Gibson 
electric refrigerator sign, is being used 


offer is being continued 


here by the Thornton Sparey Co., 
dealer for Gibson 
The truck will hold three Gibson 


units and may be used as a showroom 


| productive promotional 


Colo. A | 


have present a representative of one of 
the lines which we sell,” Mitchell says. 
“During these meetings the sale of that 
particular article is discussed from all 
angles. 

“Everyone present is given a chance 
to present his side of the story and to 
tell of any new plan he has devised to 
help make sales. Questions are asked 
and answered freely. 


Enthusiasm Valuable 


which these mee 
It has 


“The enthusiasm 
ings generate is of prime value. 


|always taken enthusiasm to sell goods 
| and 
| greater than ever before in history. Get 


surely the need for it today is 
your sales force truly enthusiastic about 
any item in your store and watch your 
sales on that article climb. 

“We have the entire sales force at- 
tend these meetings. There are many 
times when floor men will be called upon 
to show appliances to prospects. The 
more they know about the articles the 
better are the chances of a sale. 

“They must also be trained to alert- 
ness in spotting prospects from floor 
traffic. The names of these are turned 
over to the person in charge of the sale 


|of that article and the prospect is con- 


tacted immediately.” 


Cold Canvass Training 


The best training for men in the field 
is cold canvassing, Mitchell believes. 
New men are kept on cold canvass 
until they are thoroughly familiar with 
their product, their territory, and their 
competition. If enough good leads de- 
velop, the most promising salesmen are 
taken off canvassing and put on follow- 


up work. Part of the force is kept can- | 


vassing all the time. 


| 
All leads that are brought in are filed 
for future follow-up either by mail or | 


personal call. 


Personal Call Best 
“There is nothing that quite takes the 


place of a personal call,” says Mitchell. | 


“If the appliance is not sold on the first 
call, the salesman keeps in touch with 
his prospect by use of mail or telephone 


until the time has come to make 
other personal call. However, we don’t 
let our men make nuisances of them- 


selves by calling too often; rather we 
train them to detect whether or not the 
prospect will buy soon or whether the 
purchase will be made at some remote 
date.” 

Once a sale has been made on any 
appliance, a real opportunity presents 
itself to the merchandiser to do some- 
thing “a little different,” the Ashtabula 
retail hardware dealer points out. 

“We make it a point to have the sales- 
man who sold the article 
the customer a few days after the in- 
stallation and inspect the machine to 
see whether or not it is doing its work 
properly, and also to see if the woman 
understands how to operate it in an 
efficient manner 


Women Don’t Understand Appliances 


“Many women do not understand elec- 


|trical appliances and yet they hate to 


say so. Our men watch them and cor- 
rect them if they do anything wrong 
We have found that this prevents a 
great percentage of service trouble. It 
also impresses the customer that we 
were not only interested in making a 
sale, but that we desired perfect satis- 
faction on her part.” 

Every spring the Mitchell Hardware 
Co. conducts a series of cooking schools 
Mitchell calls it the finest and most 
work that his 
sales organization does. 


“The primary purpose of these 


schools is to sell electric ranges and re- | 


However, we find that the 
these schools produce is al- 
most beyond measure. The women in 
Ashtabula now look forward to our 
cooking schools, and seating room is at 
a premium. 

“In arranging these schools we select 
our operator with infinite care, as this 


frigerators. 
good will 


an- | 


call back on} 


| Display Advertisement 


| “The balance of the page is in the 
form of a display advertisement illus- 
trating the appliances and the merchan- 
|dise that is to be given away. If gro- 
|cers, bakers, dairies and others want to 
| get in on it, we are glad to have them 
| cooperate, but we don’t feature any 
| goods but our own. 
| “When the school opens, we register 
| every woman on a separate card and 


which one of our appliances interests 


that you can tap. 


| AIR 


CONDITIONING 
EQUIPMENT 


RICH and ready market, made up of every 
store and business building in your local- 
ity, is opened to you by Airtrol, the low cost 
No longer must 
the advantages of air conditioning be restricted 


to the large buildings that can afford the high 


air conditioning equipment. 


and using the top half in news|} 


LOW COST 


her the most. Prospects gained in this 
manner are followed up immediately, 
and we have closed a number of them 
within 24 hours after our last session. 

“Women who have attended the school 
come in for weeks afterwards and speak 
of the school, buying the articles that 
were used on the stage. 

“We do not try to sell anything dur- 
ing the school, nor is anything ‘pushed’ 
except by suggestion. The mere fact 
that the home economist uses the vari- 
ous articles and mentions them as she 
uses them has a much more profound 
result than if a talk were made about 
each one. The women absorb the infor- 
mation and ‘advertising’ without know- 
ing it. 


Articles Bring Questions 


“The different articles used naturally 
bring questions from the audience as to 
| their purpose. We make it a point to 
;}encourage these questions. It makes 
everyone feel more at home and pro- 
|motes the feeling of friendliness that 
| we seek. 


| “Before closing each session of the 
|cooking school we invite anyone who 
| would like to know more about the ap- 
| pliances to come up on the stage after 
|the show and ask any questions they 
|choose. The number of ‘red hot’ pros- 
|pects gathered in this manner is sur- 
prising.” 


‘NEWARK DISTRIBUTOR SHOWS 


UNITS IN THEATRE 


| NEWARK—A _ display of 
| Warner electric refrigerators was placed 
in the lobby of the Branford, 


| section of Newark, recently. 


cost. 


& Co. Works: 


tive: A. 
Canada. 


price of built-to-order equipment. Airtrol pro- 


vides complete air conditioning at a price that | 
every one room shop and basement store, every 


small building, can pay. 


In winter and summer, Airtrol supplies fresh, 
filtered air, freely circulated, comfortably tem- 
pered and correctly humidified. 
ing and de-humidification is secured by install- 
ing Airtrol with a specially designed water 
cooler and any commercial refrigerating unit Me 


of proper capacity. 


Small, compact and largely 


large 
t- | give her a chance, on this card, to show | Warner Bros. theatre in the business 


| from Airtrol air conditioning. 
to sell, because it gives the business men 
who are your prospects a greater Oppor- 
tunity to make more profit at a very low 
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N.Y. ICE FIRM WILL 


ENTER LAUNDRY FIELD 


NEW YORK CITY—American Ice Co., 
whose subsidiaries’ ice and fuel routes 
|cover five Atlantic seaboard cities, has 
announced its entry into the laundry 
business. 

The first unit of the proposed chain 
will be the Knickerbocker Laundry Co., 
| which will be operated by the Knicker- 
| bocker Ice Co., local subsidiary. 
| Although several plans are under con- 
| Sideration, the chief one this time is to 
| have the ice man function as the laun- 
|dry’s agent in his territory, delivering 
ice and picking up or returning the 
wash on one trip. 
| Working on this basis, he would solicit 
| laundry business from electric refriger- 
|} ator owners in his spare time, in addi- 
| tion to seeking laundry business from 
| his regular ice customers. 
| Another plan is for the* ice man to 
| introduce the laundry man and cooper- 


j}ate with him, in return for a_ small 
|commission. The greatest loss in laun 
dry patronage is caused by disputes 


|over loss and damage claims, and should 
this plan be adopted, it is expected that 
the ice man would aid in explaining the 
difficulty and in making adjustments. 


| FRIGIDAIRE REPLACED AFTER 
| 14 YEARS OF SERVICE 


| FAR ROCKAWAY, N. Y.—A house- 
|hold Frigidaire built 14 years ago is 
| now on display in the showroom window 
|of the Queensboro Gas and Electric Co. 
|It was purchased in 1918 by Joseph 
| Keaney, Neponsit, L. I., at a price in 


the neighborhood of $900. 
Keaney recently decided he wanted a 


Stewart-|new and up-to-date electric refrigerator 


purchased a 10-cu. ft. Frigidaire 
from the power company. He stated 
that his original model had given him 
'14 years of uninterrupted service. 


|and 


A rich and ready source of profit 
.. with this 


It is easy 


To help you sell Airtrols in volume 
and at a profit, effective sales material has 
been prepared. 
plan and of Airtrol today. 


Write for details of this 
J. H. McCormick 


Williamsport, Pa. General Sales 


Office: Chrysler Bldg., 42nd St. and Lexington 
Ave., New York. 
H. Simpson, 28 Scott St., Toronto, 


Canadian Sales Representa- 


AIRTROL MODEL B, CABINET TYPE 


Illustrated is one size of one model—the “cabinet” type 


Airtrol. 


Summer cool- 


office can now 


Airtrol is made in types and sizes to suit every 
need, from the private home to the large industrial 
plant; for retail stores and business places of any size or 
type; restaurants, auditoriums, schools; any place where 
people gather; beauty parlors and barber shops; offices 
and kitchens or other rooms in homes. 
pensive enough so that the smallest business house or 


They are inex- 


afford the added comfort and profit to 


be found in pure air, properly humidified and circulated 
a comfortable 


temperature, winter and summer. 


Airtrol can be quickly, easily, inexpensively installed. | 


Write for any additional information desired. 


self-contained, 


Airtrol can be installed easily, quickly and in- 


expensively. 


And the price, made possible by 
new, exclusive features of design and construc- 


\ | 
Ay | 


tion, gives you a comfortable margin of profit. 
Now is the time for you to reap the profits 


R 
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Still Going Strong 


ALAMITY howlers to the contrary notwith- 
C standing, electric refrigeration still seems to 
be a good business. For six months manufacturing 
executives, sales managers, distributors, dealers, 
field representatives, and the army of old heads 
who “knew all along that electric refrigeration was 
going to go just like the radio business” have been 
sorrowfully bemoaning the fact that the up-and- 
coming electric refrigeration industry was at last 
succumbing to the throttling of Old Man Depres- 
sion. It appeared that 1932 would be a bad year. 


To the amazement, befuddlement, and con- 
founding of these pessimists, figures for the first 
six months of 1932 on shipments of the 10 manu- 
facturers in the refrigeration division of the Na- 
tional Electrical Manufacturers Association, com- 
piled by that association and published in the July 
27 issue of ELECTRIC REFRIGERATION NEws, dis- 
closed that the number of units shipped during 
that period established a new record! Moreover, 
sales during the month of June, 1932, narrowly 
missed overtaking the all-time monthly record for 
sales of household electric refrigerators. 


Not Bad as Painted 


Copeland, Frigidaire, General Electric, Kelvin- 
ator, Majestic, Norge, Servel, Trupar, Universal 
Cooler, and Westinghouse—the 10 Nema members | 
—shipped 519,462 household electric refrigerators 
during the first six months of 1932, which com- 
pares with a total of 506,317 for the first half of 
1931, and 417,304 for the corresponding period in 
1930. Obviously the situation can’t be so bad as it 
has been painted. 


That figures do not tell the whole story should | 
be admitted readily. Statistics on 1932 sales in-! 
clude the figures of Majestic, which has not previ- 
ously been represented in the Nema refrigeration 
division. Statistics on 1932 sales do not include the 
figures of Cavalier (Tennessee Furniture), how- 
ever, which were counted in the 1931 totals. It is) 
generally conceded that Majestic’s production is | 
considerably greater than that of Cavalier. 


Dollar Volume Down 


Moreover, it should be noted that dollar volume 
on sales of household electric refrigerators by the 
Nema members for the first six months of 1932 
was $53,543,071.37, as compared with $65,656,661 
for the initial half of 1931, and $58,793,093 for a | 
similar period in 1930. 


Whether or not this decrease in dollar volume 
represents a similar decrease in profits is debat- 
ible. At first sight, it would appear that the big 
price reductions made by most of these manufac- 


might be cut correspondingly, since the increase in 
unit sales over the corresponding six months of 
1931 was but 2.6 per cent. 


Yet the fact that both production and sales 
costs have been slashed heavily should be taken 
into consideration. One manufacturer has been 
quoted as having claimed that his production costs 
this year have been lowered more on each refrig- 


erator than the reduction in price. Most of the 
manufacturers whose figures are represented in 
the above totals are now paying less for certain 
parts, materials, and supplies than they were at 
this time last year. Furthermore, they have cut 
down the number of operations, effected economies 
in power and labor costs, and taken advantage of 
other opportunities for savings. 


Some of the larger manufacturers have ex- 
tracted whole fistfulls of names from their pay- 
rolls in an effort to reduce overhead and sales costs. 
Entire departments have been severed from their 
organizations, and other departments are manned 
by fewer men than were occupying swivel chairs 
in 1931. House organs have been suspended, or- 
ganization promotional material does not burden 
the mails in such volume, expenses have been cur- 
tailed in many directions. 


Protection of Profits 


The net result of all this retrenchment should 
be the protection of profits. And since the sales 
curve of household refrigerator sales of Nema 
members has outdistanced previous marks, and is 
still rising (instead of the customary decline at the 
end of May), grounds for confidence and optimism 
seem to be strong. 


Cautious observers will point out that these 
figures represent sales to distrioutors and dealers, 
rather than sales to ultimate consumers. They 
will also call one’s attention to the fact that Nema 
field stocks at the end of June, 1932, were com- 
paratively large. At that time it was estimated 
that refrigerators valued at $23,497,000 were held 
by factories, branches, and warehouses, and that 
field stocks of distributors and dealers amounted 
to $16,037,024. 


Nema factory, branch, and warehouse stocks at 
the end of June, 1931, were valued at $22,900,000; 
and at the end of June, 1930, at $22,550,000. 
Nema distributor and dealer stocks at the close of 
June, 1931, were $14,500,000; and at the end of 
June, 1930, totaled $10,910,000. It is more than 
possible that these surplus field stocks may have 
some effect on the total sales figures for the entire 
year of 1932. 


X, the Unknown 


X, the unknown quantity in 1932 refrigeration 
statistics, is the business which is being done by 
the newer manufacturers. A number of manufac- 
turing organizations which were not in the pic- 
ture last year have been working aggressively all 
spring. Other manufacturers which had never been 
prominent before seem to have stepped out some 
during the last few months. ELECTRIC REFRIGERA- 
TION NEWS is now attempting to gather statistics 
on the production and sales of manufacturers not 
in the Nema group, but to date no figures of this 
nature are available. 


Judging from scattered field reports, it might 
be guessed that the production of these new man- 
ufacturers will constitute a larger factor in the 


unit sales for the industry as a whole are com-| 


fortably above those of any previous year. 


Comparisons Flattering 


Comparisons of electric refrigeration sales with 


those of other industries this year are most flatter- | 


ing. For example, automobile registrations, despite 


| better products and drastically reduced prices, are 


well behind those of last year. 
predicted that electric refrigeration unit sales in 


1932 will easily surpass unit sales of automobiles. | 


(The number of household electric refrigerators 


'sold during the month of April this year exceeded 


the number of passenger cars sold during a con- 


‘current period for the first time in history. House- 


hold refrigerator sales are still rising; automobile 


‘sales are dwindling.) 
turers this year would indicate that their profits | 


All in all, the industry pessimists are faced 
with an interesting and hard-to-refute set of 
figures. When an industry can increase its sales 
‘volume during a depression year, when it can 
establish a new all-time record with that volume, | 
and when it apparently has been able to protect | 
profits while obtaining that volume, 


it’s not so 
easy to make people believe that the industry is 
going to the bow-wows. | 


eg tees is 


It is being freely | 


Letters from Readers 


Wants Concessions 
Meek & Wearstler, Inc. 
20 West Front St. 
Youngstown, Ohio 
July 5, 1932. 
Advertising Manager: 

We are thoroughly convinced of your 
generous attitude after reading your 
letter of July 1. 

My previous communication was evi- 
dence of special interest in your publi- 
cation which apparently is not sufficient 
in this case, even in these days of tight 
buying of space, unless a good-sized 
contract is attached. 

In this particular case, you should 
have sensed that a concession was neces- 
sary in order for us to present your 
publication to our client with the biggest 
possibilities in view and to obtain the 
largest schedule. 

Your are perfectly at liberty to adhere 
to your old-fashioned ideas which are 
handicapping growth and volume. 

Under the circumstances we may use 
a few insertions in both the commercial 
and engineering issues. 

We appreciate your suggestion that 
the larger space would look more at- 
tractive. 

Park MEEK, 
Vice president. 


Answer: 

To be accused of having “old-fashioned 
ideas” is certainly a new one on us. May 
I ask in all good faith—isn’t your ac- 
quaintance with ELectric REFRIGERATION 
NEWS comparatively recent and limited? 
Almost anyone connected with the re- 
frigeration industry can tell you that the 
continuous growth of ELectric REFRIG- 
ERATION NEWS over a six-year period has 
been characterized by a kind of service 
which has been pretty well geared to 
the needs of a modern, high-grade and 
fast-growing industry. 

Honestly—isn’t the publication which 
makes rate concessions, which discrim- 
inates between advertisers—the “old- 
fashioned” publication which resorts to 
these methods in lieu of something bet- 
ter to offer advertisers? ELectric REFRIG- 
ERATION NewS has never cut rates, or 
made “special offers,” without making 
them immediately available to all adver- 
tisers. The published rate card is the 
basis of all transactions with agencies 
and their clients. This policy has saved 
endless grief on our part and eliminated 
for the advertiser all wondering as to 
whether or not he is getting as good a 
“deal” as the other fellow. It has earned, 
we are sure, a high measure of respect 
from advertisers and the industry at 
large. 

Certainly these are days of “tight buy- 
ing of space” and our program is de- 
signed to meet the new conditions. 
ELectric REFRIGERATION News is giving 
more value for the dollar than ever 
before—in the form of greatly amplified 
editorial and special services. One in- 
stance in point is the June 29 issue 
(copy of which was sent you) which 
gives complete specifications of electric 
refrigerators (342 models) manufactured 
by 49 refrigerator companies. It is 
obvious that the collection, editing and 
publication of this data involved con- 
siderable time and expense. The 1932 
REFRIGERATION DirecToRY and MARKET 
Data Book, issued in March, listing sev- 
eral thousand manufacturers of refrig- 
eration equipment, parts and supplies, 
and presenting a 127-page Statistical 


The editors of E.ectric REFRIGERATION 
| News spend the bulk of their time on 


|industry totals than has ever been registered be- | the road, and the paper is largely edited 
fore by companies outside the Nema fraternity. 
|Should this be true, it should pe surmised that |tion company, “In all of our experience 


“from the field.” Says the general sales 
manager of one large electric refrigera- 


| we have never found a trade paper that 
so thoroughly covered an industry as 
| ELecTRIC REFRIGERATION News covers the 
|electric refrigeration industry.” 

| 

| We feel confident that a constantly 
| increased measure of service to the in- 
| dustry is the soundest basis from which 
| to build increased advertising volume. 
| We feel equally confident that any devi- 
| ation from the advertising rate schedule, 
| as between various accounts, would be 
|& poor basis on which to expect to 
|merit the confidence of our advertisers. 


F. W. Brack, 

| 

Hit the Nail Right 
On the Head 


Appliance Engineering Co. 

701 Beacon St. 

Boston, Mass. 
July 21, 1932. 

Editor: 

I think your editorial in the last issue | 
of the News hit the nail right on the| 
head. 


I believe that a lot of merchants run- 
ning furniture, hardware, radio and 
other stores have taken on refrigeration 
only recently and have become lost in 
trying to find the right way to market 
the product. 

The mushroom growth of so many 
small manufacturers has made it im- 
possible for the average merchant to 
get the same specialty training, advice 
and experience that was a basic part of 


the industry a few years ago when | 


Section, elicited splendidly favorable | 
comment from every branch of the 
industry. 


Advertising Manager. | 


| when 


ture. 
|ecustomers of the utility, according to 


Frigidaire, General Electric, Kelvinator, 
Copeland and the others made specialty 
sales training one of the most important 
factors in the business. 
E. A. TERHUNE, 
President. 


Moths in Bright Lights 


Leonard Refrigerator Co. 
14260 Plymouth Rd., Detroit 
July 18, 1932. 
Editor: 

I have read your editorial in the issue 
of ELectric REFRIGERATION News of July 
13 with a great deal of interest, and I 
am sure that many of your readers are 
paying more than usual interest to edi- 
torials of this kind. 

Naturally every person connected with 
the industry is doing a lot of thinking 
about the future of the industry and 
wondering what is going to happen to 
all the moths that have been attracted 
by the bright lights. 

It is true that the industry has been 
a beacon light in a rather dark back- 
ground of general business depression, 
and many manufacturers and distribu- 
tors and dealers have gathered around 
to get their share of the easy pickings. 

The factors of experience in manufac- 
turing and selling and the fundamentals 
of value to the customer for the price 
asked are still just as necessary for 
continued success in this business as 
they are in every other business that 
men engage in for a livelihood and for 
profit; and these qualities will spell the 
success or failure of every manufac- 
turer, distributor and dealer in the 
game. 

With the great reader interest that 
you have in your paper, let me urge you 
to continue to use your columns to the 
best interests of your readers by preach- 
ing continuously the doctrine of good 
business ethics on the part of the man- 
ufacturer, distributor, dealer and sales- 
man everywhere. The future of the in- 
dustry will be exactly what we make it. 

R. I. Petrie, 
Sales manager. 


Least Resistance 
James & Co., Inc. 
St. Louis, Mo. 
July 19, 1932. 
Editor: 

The thoughts expressed in the edi- 
torial in your July 13 issue are correct 
and constructive. There is much that 
can be done in the way of styling and 
modeling of types of electric refrigera- 
tors and I think the quicker we move 
away from the line of least resistance 
in this respect, the better off we shall 
find ourselves. 

L. D. JAMEs, 
President. 


Fundamental Reasons 
H. G. Bogart Co. 
Toledo 
: July 14, 1932. 
Editor: 

To establish the reason at present for 
what appears to be a rapidly dwindling 
sales market on electric refrigerators is 
a rather difficult task, and my own 
opinion is that there are more than just 
one or two reasons, although undoubt- 
edly there are some fundamental rea- 
sons underlying the whole situation, 
one of which I believe you have de- 
scribed starting with the paragraph 
| headed, “Styling the Product,” in a re- 
| cent editorial. 

Most people, at least those outside the 
| industry, do not realize that almost any 
manufacturer can start production on a 
| popular item such as the electric refrig- 
erator now is and keep busy for a long 
period just supplying refrigerators to 
dealers and distributors for floor sam- 
ples and for the merchants’ one or two 
sales which they make immediately to 
their relatives, including the installa- 
tion of one in their own homes. Any re- 
frigerator manufacturer can pretty well 


keep a plant going for three or four 
months just on this type of demand 
alone. 


The real test in the end comes when 
the distributors’ lines are established, 
the friends and relatives are all taken 
care of, and the public is the only 
source left for sales. In my opinion, 
many of the newcomers in the field are 
going to discover this fact by the end 
of this year; and then, of course, na- 
| tional advertising and some of the ex- 
pensive forms of sales promotion will 
have their most telling effect. As you 
and I know, many of the present man- 
ufacturers in the field, who are new, do 
|not have as much invested in their 
| plant equipment as the advertising bud- 
get of several of the larger companies, 
which is only one small portion of their 
total expense. : 

I discover at present some real gen- 
uine alarm on the part of certain util- 
ities from the standpoint of whether in 
a year or so they are going to be faced 
with the problem of keeping in service 
many different kinds of refrigerators 
the original representative of 
these makes has passed out of the pic- 
These people being permanent 


utility men I have talked to, will look 
to the utility to keep their refrigerator 
in operation. Of course for the time be- 
ing utility men are very much -pleased 


(Concluded on Page 9, Column 1) 
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Letters from Readers 


(Concluded from Page 8, Column 4) 


with all this additional load going on 
their lines without sales expense to 
them. 

As far as the general situation is con- 
cerned, I think we are only going 
through what every commodity experi- 
ences, even in good times. As soon as 
the market becomes attractive and pub- 
lic acceptance has been gained there are 
always many other manufacturers who 
immediately jump into it, some of them 
not with the intention of staying with it 
but to capitalize on the opportunity and 
then withdraw when the going gets 
tough. 

Mechanical superiority is only as good 
as the company behind it, and the best 
made product may not necessarily be 
the best you can buy if the manufac- 
turer cannot stay in the business. We 
have seen plenty of examples of that 
fact in times gone by. I do think, how- 
ever, that mechanical superiority is an 
important item, because very few 
people realize that in hours of work a 
mechanical refrigerator throughout its 
normal life contributes many more 
working hours than any other me- 
chanical contrivance the average family 
has ever used. 

The styling of the refrigerator is un- 
doubtedly one of the most important 
things for consideration in the future. 
Personally, I would be opposed to mak- 
ing style the predominant feature. Prob- 
ably interrupted refrigeration in a home 
is one of the most disturbing things 
that can happen, and I don’t believe the 
average family would prefer style over 
uninterrupted refrigeration service. I 
quite agree with you that with few ex- 


ceptions there has been practically no} 


progress made in styling electric refrig- 
erators up to now. The added conveni- 
ences to a refrigerator are important, 
such as the sliding shelves, which Gen- 
eral Electric introduced and which have 
now been copied by several manufac- 
turers, accessible temperature control, 
and things of that nature. 

My own pet theory is that stiffening 
of prices will do more to accomplish 
some beneficial results than almost any- 
thing else. I think the public is rather 
undecided at present as to what really 
is the bottom as far as price range is 
concerned. As soon as people knew they 
were going to have to pay a tax on me- 
chanical refrigerators, you know that it 
immediately stimulated buying; and if 
the entire industry could only turn 
about and raise prices a little, or at 
least hold stationary from now on, I 
think that would do as much good as 
any other one move which could be 
made. 

H. G. 


Vicious, Insidious, Etc. 
Walter F. Coxe, Secretary 
Louisiana-Mississippi Ice Association 
913 New Orleans Bank Bldg. 
New Orleans, La. 

July 12, 1932. 
Editor: 

For several months there has been 
gdéing the rounds in the electric trade 
papers and in a few newspapers an 
article originating at Whittier, Calif., 
entitled “How to Make Use of Ice Men.” 


Bocart, JR. | 


Our attention was called to the article 
by Mr. J. C. Sexton of Clarksdale, Miss., 
at the time it appeared in the Memphis 
Evening Appeal. This very vicious and 
insidious article is an attempt to destroy 
public confidence in the ice industry 
and to break down the morale of ice 
industry employees, and is almost wholly 
untrue. 

The article is purported to be an inter- 
view with Mr. R. D. Ford of Ford 
Brothers, electric refrigerator dealers of 
Whittier, Calif. When it was called to 
our attention we communicated with 
Mr. M. H. Robbins of the Union Ice 
Co., San Francisco, Calif., former presi- 
dent of the National Association of Ice 
Industries, and through Mr. Robbins 
with Mr. L. C. Montgomery of the Whit- 
tier Ice & Cold Storage Company, Whit- 
tier, Calif., in an effort to verify some of 
the statements in the article. Mr. Mont- 
gomery communicated with Mr. Ford 
and after his talk with him advises: 

“Mr. R. D. Ford informs me that he 
did not state all the things that the let- 
ter (article) claimed that he stated. 

“He said that an Ice Man who (he 
| believed) was operating in Pico last year 
| gave him a few prospects’ names, and 
that he did not remember the man’s 
|name or what ice plant was furnishing 
| him ice. Further that he made no 
| further statement to his people. 
| “We (The Whittier Ice & Cold Storage 
\ Chetaneee have never cooperated in any 

way with the agents of any Mechanical 
Units.” 
The article referred to contains the 
| following absurd and untruthful state- 
|ment in seeking to destroy public con- 
fidence in the ice industry. P 

“We give the ice man leads,” Ford 
| declared, “and he in turn gives us tips. 


|I say ‘he’ as a class name, for there are | 
several ice merchandisers who cooperate | 


| with us in this respect. (Note that when 


said that there was an ice man who 
| gave him a few prospects’ names.) 
“When the ice man learns that one of 


|his customers is considering the pur-| 


| chase of an electric refrigerator, he real- 
izes that his ‘game’ is up; for it is very 
difficult to influence an electrical-minded 
housewife to continue refrigeration by 
ice.” 

Not satisfied with seeking to break 
|down consumer confidence in ice refrig- 
eration, the writers of this article very 
ingenuously seek to destroy the morale 
of ice industry employees and to get ice 
deliverymen to work with mechanical 
salesmen by making such assertions as 
the following: 

“One ice man admitted that he had 
made $700 more last year largely be- 
cause of following up the leads we gave 
him and developing new customers. Also, 


some of his increase was due to selling | 


an old customer a larger, second-hand 
j}ice box. 

| “The ice merchandisers of our com- 
munity are recognizing that the more 
advertising the manufacturers of me- 
chanical refrigeration give to. their 
products and the value of food preser- 
vation, the more non-ice users will 
develop into customers; since some of 
|them are probably not in a position to 
| buy an electric refrigerator, and an ice 
| box and ice is the first step toward the 
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Mr. Montgomery contacted Mr. Ford he | 


ultimate—a mechanical refrigerator.” 

Such attempts to destroy the morale 
of an industry and consumer confidence 
in any reliable product are certainly 
beneath the leaders of the mechanical 
refrigeration industry, for such methods 
bring greater condemnation on the in- 
dustry who resorts to them than any- 
thing that might be done by their com- 
petitors. If our belief that such propa- 
ganda originates with a misguided 
minority is well founded, the industry 
leaders should call upon the erring ones 
to refute these statements. 

The ice industry, of course, should 
combat this type of propaganda by call- 
ing attention to the denial of Mr. Ford 
whenever the matter is brought up. 
However, the continuous and ever-recur- 
ring transgressions against the ice in- 
dustry will never cease until ice men 
begin a spirited advertising campaign 
to teach the public the virtues of ice 
refrigeration and build up for this in- 
dustry a prestige which will not permit 
any nincompoop who comes along to 
attack a legitimate business and get his 
attacks published in what are supposed 
to be representative newspapers. 

WALTER F. Coxe. 


. . 
Refrigerator Inspection 
Northey Mfg. Co. 
Waterloo, Iowa 
July 28, 1932. 
Editor: 

I am deeply interested, as I have ad- 
vised you before, in getting better re- 
frigeration inspection, particularly for 
commercial refrigerators, coolers and 
counters of all kinds. 

Most of the inspection of the various 
states comes under the head of the 
agricultural or dairy inspection, and 
while they have improved the situation 
much over what they used to have it, 
I cannot help but feel that if this matter 
was placed under inspection of the 
| health department in the different states 
|they would have a much keener under- 
standing of what damage these dirty re- 
frigerators, both in the home and the 
store, mean to public health. 

Most all commercial builders are 
thoroughly aware that when they trade 
in these refrigerators some of them are 
simply too filthy and dirty to be used 
for holding food for human consump- 
|tion, particularly in some of the lower 
class shops, in foreign districts and in 
the South. Automobiles are used only a 
few years when they are sent to the 
scrap heap, but the food containers that 
people’s lives depend upon are used 
many times for 50 years, before they are 
discarded. 

Many refrigerators in public places 
should have a seal on them, refusing to 
allow them to be used again or re- 
finished for further use, as they are be- 
yond carrying food for human consump- 
tion. These can be relegated to be used 
as chicken coops and other uses, but 
should be barred from further use for 
foods. 

Many refrigerators used 
should be inspected also. Many people 
use refrigerators in homes and place 
|food in the ice chamber. Deteriorated 
| foods fall into the pan, which dries up 
during the winter when not in use and 
is reiced in the spring, and these im- 
| purities are soaked up and in the food 
| chamber for years and years through 
| ignorance. 

| If there is any way of getting this 
|over in the various states, it should be 
|done and done quickly. Now that we 
|are on the approach of good times and 
people will be getting back into the use 
of money, there is no one thing that 
| would increase the refrigerator sales 
any more than to condemn thousands of 
these dirty boxes. 

A lot of them you would not feed a 
g00d dog out of if you were to see them. 
An investigation in your own city by 
your health department will reveal 
enough to you if you will go with them 
You will be astonished at the results of 
your visit, and will find, no doubt, that 
some of them are deplorable 

F. L. NortHey, 
President 


FOY APPOINTED CHICAGO 
HEAD OF REPUBLIC STEEL 


YOUNGSTOWN, Ohio—Norman W 
Foy has been appointed Chicago district 
sales manager of Republic Steel Corp., 
according to an announcement made 
this week by N. J. Clarke, vice president 
in charge of sales 

Foy became associated with the old 
Republic Iron and Steel Co. as a sales- 
man in 1919. He was subsequently man- 
ager of the company’s Buffalo, Boston 


| 
| 
| 
| 
| 
| 


in homes 


and Birmingham offices, being made 
assistant western manager of sales 


shortly after the formation of the pres- 
ent Republic corporation 

Foy will continue to make his head- 
quarters at Republic’s district sales of- 
fices in the McCormick Bldg., Chicago. 


WESTINGHOUSE EQUIPMENT 
INSTALLED IN HOSPITAL 


SHARON, Pa.—Five pieces of West- 
inghouse refrigerating equipment were 
installed at the Buhl Hospital here re- 
cently 

The equipment consisted of 1 AP-200, 
1 AL-73, 2 AL-45, and 5 MB-5 water 
coolers 

George Heiges, Heiges Bros., Westing- 
|house dealer at Sharon, closed the deal 


NEW YORK CITY—The part trade 
associations may be expected to play in 
the changing economic and financial 
American business scene will be the 
central theme of a four-day convention 
of the American Trade Association Ex- 
ecutives which will be held at the Hotel 
Ambassador, Atlantic City, Sept. 14-17. 

W. J. Donald, chairman of the con- 
vention and program committee of the 
association, has announced the program 
for this meeting, which will be the 13th 
annual session of the association. 

E. P. Chalfant, executive vice presi- 
dent of the National Standard Parts 
Association, will preside. 


Will Speak on Prices 


Lewis H. Haney, director of the Bu- 
reau of Business Research, New York 
University, will speak on “The General 
Price Level and Commodity Group Price 
Levels; Trends and Prospects and Their 
Effects on Trade Associations.” 

“What is Happening to Business Ad- 
ministration and Business Organization? 
How Will These Affect Trade Organiza- 
tions?” will be the questions discussed 
by George F. Barber, sales manager, 
Reading Paper Co. 

A debate on the question “Should 
Trade Associations Concern Themselves 
with Prices?” will take up the second 
session. James A. Grieg, executive sec- 
retary of the International Stamp Man- 
ufacturers Association, will lead the 
negative, while Daniel S. Hunter, secre- 
tary-treasurer, Steel Barrel Manufactur- 
ers Institute, will lead the affirmative. 

George V. Horgan, general manager 
of the American Paint and Varnish 
Manufacturers’ Association, Inc., will 
preside at the third session, which will 
be occupied with a discussion on the 
ways in which trade association activi- 
ties are being modified to meet chang- 
ing conditions. 


Talks on New Activities 


Pyke Johnson, vice president, National 
Automobile Chamber of Commerce, will 
have charge of the discussion on “New 
Trade Association Activities to Meet 
Changing Conditions,” at the fourth ses- 
sion. Warner Hays, president, American 
Trade Association Executives, will pre- 
side at the fifth session, at which the 
discussion will be led by Dr. Herbert J. 
Tily, president, Strawbridge & Clothier, 
Philadelphia. 

Alvin Dodd, associate vice president, 
National Chain Store Association, is the 
presiding officer for the opening session 


CABIN 


cabinet. 


What Does 


Satisfaction- -- without 


Trade Association Executives Will 
Discuss Economic Changes 


Sept. 16. Alexander Wall, secretary of 
Robert Morris Associates, will speak on 
“Knowing Your Business Through Ra- 
tios Secured Through Trade Associa- 
tions.” 


“How the Paint and Varnish Industry 
Has Handled Unfair Trade Practices,” 
a discussion of the policy which won 
the 1932 American Trade Association 
Executives award, will be given by T. 
J. McFadden, manager of the Unfair 
Competition Bureau, American Paint & 
Varnish Manufacturers Association. 

John Sullivan, marketing counselor, 
will speak on “Trade Association Co- 
operative Advertising, Sales Promotion 
and Public Relations; What is Sound 
and What is Wrong?” 


Discussion of Statistics 


The what, how, and why of trade 
statistics will be discussed by Wilson 
Compton, secretary, National Lumber 
Manufacturers Association. 

A symposium on the kinds of services 
and help which business should expect 
respectively from trade associations, the 
federal government, the Chamber of 
Commerce of the United States, the pro- 
fessional societies, will be given by Ros- 
coe C. Edlund, manager, Association of 
American Soap and Glycerine Producers, 
Inc., and others. 


The eighth session will be divided up 
into round tables which will discuss 
such subjects as: membership mainte- 
nance and promotion; internal organiza- 
tion relationships and problems; office 
economics. 


Officers of Association 

Officers of the American Trade Asso- 
ciation Executives this year are: War- 
ner S. Hays, secretary of the National 
Slate Association, president; Roscoe E. 
Edlund, vice president; E. P. Chalfant, 
secretary-treasurer. The executive com- 
mittee is composed of: Charles F. 
Abbott, American Institute of Steel 
Construction; Paul S. Collier, Northeast- 
ern Retail Lumbermen’s Association; M 
O. Maughan, The Milk Council, Inc.; 


Junior Owens, American Bottlers of 
Carbonated Beverages. 
Alfred Reeves, National Automobile 


Chamber of Commerce; Daniel S. Hun- 
ter, Steel Barrel Manufacturers Insti- 


Pt 


SAINT PAUL 


because of complaint. 


tute; Leslie C. Smith, National Associa- 
|tion of Ice Industries; C. D. Williams, 
| New England Gas Association; W. Whit- 
| field Woods, Institute of American Meat 
| Packers. 


ETS BY 


CONTRACT DIVISION 


Inspection 


1258 operations in the building of a Seeger 
909 inspections of parts---in ad- 
dition to that there are 12 inspection stations 
for the completed cabinet. 


lt All Mean? 


that cost of reselling 


Not The Most Expensive----Nor The Cheapest 
----But The Greatest Value 


v 


SEEGER REFRIGERATOR CO. 


SAINT PAUL, MINNESOTA 


232 Fourth Avenue 
Fourth Ave. at 19th St 
NEW YORK. N.Y 


655-57 So. LaBrea Ave 
LOS ANGELES, CAL 


644 Beacon Street 
666 North Wahast Kenmore Square 
CHICAGO. IL BOSTON, MASS 
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ELECTRIC REFRIGERATION NEWS, AUGUST 3, 1932 


The Making of Sales 


HESE are days when a salesman must be a salesman. 
The order-taking days are past history. The “order 


takers” are out of a job. 


D ~~ But for the real salesman there is opportunity in the 
present-day situation. He is doing a job—or can do a 
job—by acquainting himself more thoroughly than ever 
before with the business and the problems of his prospects 


and by rendering some practical assistance in their solution. 


» In no field does this apply more pertinently than in 
the field of commercial refrigeration. Heretofore, many 
merchants bought mechanical refrigeration merely because 
they “had to have it.” It was “cheaper than ice.’’ But 
before the merchant today will buy modern, improved 
and more adequate equipment he must be shown that it 


will make more money for him now. 


. To prove this the salesman must talk in terms of food. 
He must intelligently discuss food preparation, food pre- 


servation, food display and food selling. 


»’ To bring knowledge of these subjects to the sales- 
man, to the dealer—and their prospects—is the purpose 
of Refrigerated Food News. Herein is a wealth of infor- 
mation pertinent to the merchandising of refrigerated 
foods. Herein is pointed out in many ways the great 
benefits which accrue to meat market, grocery, restaurant, 
drug store, hotel, hospital, dairy, etc. through the install- 
ation of modern refrigeration equipment. Some of the 


specific subjects treated in the editorial columns are: 
1, Consumer preferences and habits in buying foods, 
seasonal trends, price trends, packaging ideas. 


2. Activities of food packers and distributing organi- 


zations as they affect the retailer. 


3. Changing methods in food preparation and food 


distribution. 


4. Special requirements, temperatures and humidities 


for refrigerating the different kinds of foods. 
5. Store arrangements. 


6. Increasing of sales through the maintenance of 
proper temperatures and the arrangement of foods in 
display cases designed to set them forth most 


attractively to the buyer. 


7. Profits made possible through volume buying and 
through the greater diversity of foods which can be 
sold when adequate refrigeration equipment is in- 


stalled. 


8. Experiences of merchants and food service estab- 
lishments which have increased their business through 
the installation of new display and storage cases, ice 


cream cabinets, soda fountains, cooling coils, etc. 


D Mr. Manufacturer! Mr. Dealer! Are you seeing to 
it that all members of your commercial sales organization 
are regular readers—and users—of Refrigerated Food 


News? 


3 Here they will find new ammunition for approach- 


ing their commercial prospects. 


’ Here they will find a publication which /tse/f may be 
used as valuable sales promotional literature. Delivered 
or mailed regularly to commercial prospects, Refrigerated 
Food News stimulates their interest in modern, improved 
and adequate refrigeration equipment because it shows 


them how profits will result from its installation. 


» There are low group subscription rates for Refriger- 
ated Food News and a subscription coupon on page 15 


for your convenience. 
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Refrigerators Important In Load Building, Dun Report Shows 


Socket Appliances Form Bulk of 
Sales In Electrical Industry 


NEW YORK CITY—‘Sales of elec- 
tric refrigerators, ranges, clocks, vacuum 
cleaners, and socket appliances 


tion records of 1931 surpassed in some 
fields. Shrinkage shown in construction 
and other industrial requirements. Col- 
lection status fair. Insolvency record 
continues to gain.” 

Thus R. G. Dun & Co. summarizes 
the 1932 standing of the electrical in- 
dustry in Dun’s Review for July 2. 

The outstanding achievement of the 
industry in 1931, states the report, was 
the increase in domestic consumption of 
electrical energy to 11,785,223,000 k.w.h., 
and the next in rank was the lowering 
of the average rate for home service to 
5.82 cents per k.w.h. 


Importance of Electricity 


] 


form | 
the bulk of current sales, with distribu- | 


“At a time when other industries have 
been watching the curve of sales trend 
steadily downward, the achievement in 
this branch of the electrical trade con- 
tinues to elicit expressions of wonder- 
ment. 

“The constant progress recorded, how- 
ever, has not been won without effort, 
as it is the result of one of the best- 
organized sales campaigns of the last 
decade, and a constant endeavor on the 
part of the manufacturers toward im- 
provement in exterior design, interior 
arrangement, and perfection of opera- 
tion.” 

Lists Improvements 


The article then proceeds to list some 


|of the changes and improvements made 


“This continued gain in domestic con- | 


sumption of electricity is attributable to 
the increasing importance of electricity 
in the modern home, which is being 
made electrical from the front door bell 


|}a narrow 


| 


to the refrigerator in the kitchen,” the | 


article continues, devoting several para- 
graphs to the various types of home 
electrical equipment. 

“So universal as is electricity in na- 


in various lines this year: 

“Some of the new models this year 
have shelves of flat ribbon wire instead 
of round ones, so as to slip dishes out 
more readily and prevent bottles with 
base from tipping. Shelves 
also slide out like drawers, 
safety catch to prevent them from pull- 
ing out too far. The arrangement of 
the shelves has also been changed to 
permit tall bottles to be placed near the 
cooling unit. 

“Some manufacturers have made quite 


ture, however, and seemingly so in hu-| gq point of equipping the ice tray so that 


man practices, its complete utilization | one or 


more cubes can be extracted 


seems to be far distant, as of every | without delay. Most of the refrigerators 
three homes in the United States only | now have a rubber tray as part of the 
| standard equipment; twisting this a bit 


one uses electrical apparatus. 


Numerous Appliances 


' 


“All of these homes, as well as these | 


6,000,000 farmhouses, must be supplied 
with appliances to illuminate the house 
and grounds, wash, iron and mend the 


the food, wash the dishes, dispose of the 
garbage, heat, cool, and humidify the 
air, clean and polish the floors, heat 
water, obtain radio entertainment and 
artificial sunlight, curl and dry the hair, 
dry and massage the skin, operate chil- 
dren’s toys, control and regulate the 
small but bothersome routine duties be- 
fore the electrical age really can start.” 

The manufacture and sale of refrig- 
erators were the subjects for a special 
discussion in the article, which follows: 


Improve Quality 
“There still are specific advantages 


attached to living and conducting busi- 
ness in the year 1932, and the advan- 


tages are due largely to those manufac- | 


face of declining 
prices, have made real strides in 
proving the quality, performance 
attractiveness of their products. 

“In the electrical supply industry this 
is exemplified perfectly by the manufac- 
turers of refrigerators, who have gone 
forward exceeding their volume of busi- 
ness and profits in each succeeding year, 
and thus far in 1932 have continued to 
eclipse their enviable records made in 
1931. 


turers who, in the 


and 


| opened. 
clothes, refrigerate, prepare and cook rack for eggs suspended under the shelf. | 


im- | 


| 


dislodges the cubes easily. 


Other Innovations 
“Others have an electric light inside, 
which illuminates when the door is 
Then there is a narrow wire 


This does not take up shelf room, and 

insures the eggs against breakage. 
“Other innovations are a water cooler 

alongside the chilling unit, and a cold 


storage drawer for freezing an extra 
supply of ice. The latter will freeze a 
10-lb. cake, or store the new frozen 


foods, ice cubes, or desserts. 
space is not so cold as that enclosed by 
the chilling unit, it is below freezing. 


Different Temperatures 

“Keeping different parts of the re- 
frigerator at different temperatures also 
is something new. While the food tem- 
perature always is between 40 and 50°, 
there is one temperature in one part 
of the chilling unit, and another in the 
lowest sleeve for the trays. 


“The cold drawer is held at still an- 
other temperature. All of this is ac- 
complished automatically. For those | 


who run to the refrigerator with both 
hands filled, there is a handy gadget 
which can be pressed with the foot to 
open the door. 

“Electrical refrigeration is no longer 
a luxury. 


There is less food wasted, and perish- 


WOLVERINE 


Every inch of every coil that has this trade mark seal is quality. 
A.S.T.M. (B68-30T)—annealed to perfect uni- 


to exact specifications 


Seamless Copp er 
Dehydrated Tubing 


This Famous Seal 
Guarantees Satisfaction 


Drawn 


formity under automatic electric controls—dehydrated by special 100% 


process—there can be no question about your satisfaction. 
Plain or Tin Plated in 25-50-75 and 100-ft. Coils. 


the “W" 


seal. 


Shipment from large stock. 


1491 Central Ave. 


Export Dept. 


Sales offices in 26 cities 


H. M. Robins Company, Detroit 


Eastern Sales Office, 
Stock available at Los Angeles, 


Depend on 


Quick 


Detroit, Mich. 


420 Lexington Ave., New York 


1015 E. 16th St 


with a | 


While this | 


The fact that it pays for it- | 
self has taken it out of that category. | 


able foods may be cooked and stored in 
the refrigerator so that most of the 
work incidental to getting the meals is 
eliminated. 


Better Food Preservation 


“Better preservation of food, in addi- 
tion, means better health. Some idea of 
the irresistible sales appeal of such a 
convenience can be gained from the 
fact that up to 1920 only 10,000 electric 
refrigerators had been sold, with a re- 
tail value of $6,000,000. In 1931, 965,000 
household units were sold, with a retail 
value of $248,970,000.” 

The article goes on to quote N.E.M.A. 
figures to the effect that the average 
retail price declined during the same 
period from $600 in 1920 to $258 in 1931. 
A table showing total dollar value and 
total number of units for the period 
| from 1920 to 1931 is given. 
| “Based on early returns,” it contin- 
lues, “sales in 1932 will reach a value of 
| $250,000,000, but the final total probably 
will be somewhat below this figure, 
| owing to the introduction of several 
| low-priced refrigerators on the market. 
} 
| 
| 


Unit volume, however, doubtless. will 
continue the same rate of expansion 
|that has marked this branch of the 


| industry during the last few years.” 


| Electric Clocks, Ranges 
| 


Two other products—electric clocks 
and electric ranges, were given special 
attention. Of the clocks, the article 
says: 

“While sales in many other industries 
were shrinking in 1930, sales of electric 
clocks ran up to 1,500,000, and in 1931, 
which was a period of curtailed buying 
in many directions, shipments made by 
the 20-odd manufacturers engaged in 
this branch of the industry, ran well 
over 2,000,000. 

“The hold of the electric clock on the 
public was effected so quietly that be- 
fore any one knew it, a novelty had be- 
come a success and an important profit 


| 
| 


| producer for retailers of electrical sup- 
plies. 


“In 1931 the synchronous electric 
clocks were among the few items in the 
electrical supply trade that showed an 
increase in sales volume. 

“The 1929 retail volume of electric 
clocks amounted to about $8,000,000. In 
}1930 this increased to $15,000,000. In 
| 1931 the total sales went above $17,000,- 
000, exclusive of a large number of elec- 
tric clocks which retailed for $1 or less. 

“More than 20,000,000 wired homes are 
potential outlets for electric clocks, and 
it is estimated that not over 4,000,000 of 
| these now own one, which leaves a new 


| 
| 
| Synchronous Clocks 
| 
| 


| market of some 16,000,000 homes, all of | 
| which should have not one but several | 


| timekeepers. 

“The proportion of wired homes varies 
| greatly among the different states, as in 
| New York and California more than 90 

per cent of all homes are wired, while 
|in Mississippi the number reaches barely 
20 per cent.” 


Advantages of Electric Cookery 


The advantages of electric cookery, as 


well as the plans for the range cam- 
paign, were discussed. This follows in| 
part: 

“What would most women have said | 


even two decades ago if they had been 
told that cold water would bake their 
biscuits and cakes? Yet, that is exactly 
what is being accomplished today. Giant 
streams of water falling from high 
levels turn mighty turbines to generate 
electricity which is flashed over wires 
with the speed of light to the kitchen 
range 

“Although the tiny 
heat sufficiently strong to 
cooking, the kitchen remains 
the hand can be placed on 
the stove to within almost 
a boiling pot without 
warmth 


wires produce a 
all the 
cool, and 
the top of 
an inch of 
feeling the 


do 


Automatic Control 


“In addition, the electric range needs 
no watching. It is so adjusted that an 
alarm clock will operate it, starting the 
current and switching it off at any de 
sired time 

“To keep the 
hot, most modern ranges have a 
perature control. This is just a 
thermostat which opens a switch if the 
temperature in the oven goes above a 
certain degree, and turns on the heat 
again if the oven begins to cool a little 


too 
tem 


good 


oven from getting 


“On the outside there is a dial, or 
wheel, to which the thermostat can be 
set to maintain any desired tempera- 
ture for the different degrees of heat 
required for the various kinds of bak 
ing 

“While no two women get the same 
results from even the same type of 


stove, tests the country over show that 
the cost of cooking electrically is less 
than one cent a meal per person 

“Of the 2,000 housewives who replied 
to a recent questionnaire regarding the 
advantages of cooking with an electric 
range, 26.8 per cent put cleanliness first; 
20.6 per cent convenience; 18.5 per cent 
economy; 12.5 per cent improved flavor 
of food; 10.2 per cent time and labor- 
saving advantages. Practically all em- 
phasized coolness of operation and 
speed in meal preparation.” 


|and partly because prompt shipment can 
| be obtained from manufacturers. 


There followed a general discussion 
of market and credit conditions, most 
of which is quoted: 

“The diversified uses of electrical sup- 
plies and appliances have contributed 
to a satisfactory ratio of sales by com- 
parison with many other lines. 

“While movement has been fairly 
steady in many items, such as refrig- 
erators, ranges, washing machines, 
vacuum cleaners, irons, clocks, and the 
various household labor-saving appli- 
ances, the unit volume of distribution 
for the first six months of the current 
year is from 25 to 40 per cent under 
that of the comparative period of 1931. 

“Seasonal demand for electric fans 
has not been up to expectations, being 
about 30 per cent below the volume for 
the corresponding period of last year. 
The demand for used motors, however, 
has been heavy. 


Curtailed Industry Needs 


“The major portion of the decline in 
sales since the first of the year is attri- 


buted to curtailed industrial require- 
ments and the limited scope of build- 
ing construction. The latter absorbs 


large quantities of supplies, such as con- 
duits, wiring, lamps and fixtures. 

“Sales of heavy equipment have been 
particularly slow during the last six 
months, as new construction work of 
utility companies practically has ceased 
in many states. 

“Overhead and underground equip- 
ment has been in somewhat better de- 
mand during the last few weeks, but 
this was largely for replacement pur- 
poses. Some wiring in residences also 
is in progress, but this is chiefly on al- | 
teration jobs, as any improvement in | 
this branch will be dependent on a re- 
vival in the building industry. 


| 


Few Building Projects | 


“With the exception of municipal and 
Federal projects, there is little new con- | 
struction now in progress. There is a 
large amount of industrial business in 
prospect, awaiting a resumption of more 
favorable general conditions. 

“Retailers are carrying the lightest 
stocks in years, partly because of the} 
present unsettled economic conditions, 


“Competition in the industry contin- 
ues unusually keen, which holds profits 
down to a small margin. During the 
past month, however, orders have been 
somewhat larger in certain branches 
and, due to low inventories, seasonal re- 
quirements have been urgent 


“Although there are more than 4,000 
exclusive retail electric shops, with an 
annual volume of sales of around $107,- 
000,000, a survey conducted recently by 
the National Retail Dry Goods Associa- 
tion revealed that department stores 
lead in the sales of electrical table ap- 
pliances, their share of the total 
amounting to 30 per cent. 


Utility Companies Second 

“The utility companies and electrical 
specialty stores were second with 18 per 
cent; electrical contractors were third 
with 16 per cent; furniture stores fourth, 
with 5 per cent; mail-order houses fifth, 
with 4.4 per cent; retail jewelers sixth, 
with 4 per cent; manufacturers’ own 
branches seventh, with 3 per cent; radio 
stores eighth, with 1.1 per cent, and 
music stores ninth, with 0.5 per cent. 

“Electrical dealers, in contrast to non- 
electrical dealers, are dominant in the 
retail distribution of products where 
technical skill is important. This is true 
especially in the smaller cities where the 
non-electrical dealers are unable to 
handle adequately installation, service 
and repairs. Although drug stores are 
building a fair volume of sales in table 
appliances, they are falling somewhat 
behind in their efforts to push heating 
pads, health lamps and related lines, as 
most of this business is going to the 
utility companies. 


Mail-Order Branches 
“The retail branches of mail-order 
houses are engaged in the active pro- 
motion of most appliances and form an 
increasingly important outlet, particu- 

larly in the lower-priced groups. 
“While the electrical industry in 1931 
received in excess of $600,000,000 from 
the sale of appliances, judging from 
manufacturers’ shipments during the 
first six months of the current year, 
sales for 1932 doubtless will show a 
shrinkage of at least 15 to 20 per cent 
“Most of the manufacturers now are 
running on short schedules, and produc- 


tion in the majority of branches is 
|sharply under that of the first six 
months of 1931. The recession is the 


most pronounced in the case of electri- 
cal installation in new buildings and in 
radio materials, as well as electrical 
transformers. 

“As the output of 1,798 manufacturers 
of electrical merchandise--machinery, 
apparatus and supplies--was placed at 
$2,000,000,000 in 1931, the value for the 
current year probably will drop. to 


(Concluded on Page 13, Column 1) 
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PAUL 


CONTRACT DIVISION 


We build to your specitications---your 


requirements, plus Our practic al experience 


will produce the correct Cabinet. » A 


Seeger Contract 1S 


profitable for YOu, 


ASK THE COMPANY THAT 


SEEGER 


SERVES. 
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SEEGER REFRIGERATOR CO. 


SAINT PAUL, 


232 Fourth Avenue 
Fourth Ave. at 19th St 
NEW YORK .N.Y 
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LOS ANGELES, CAI 
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ELECTRIC REFRIGERATION NEWS, AUGUST 3, 1932 


LITTLE STORIES 


PEOPLE 


OF INTERESTING 


THE EXPANSION VALVE 


IN 


LITTLE STORIES OF 


INTERESTING 


IDEAS 
THE REFRIGERATION INDUSTRY 


IN THE REFRIGERATION INDUSTRY 
manufacturer of this royalty amounted 
Lacquer to less than two cents per cabinet. Some 


Most electric refrigerator cabinets are 
lacquered. The percentage of lacquer 
jobs as against the porcelain variety is 
variously estimated at 75 per cent, 80 
per cent, and even higher—depending 
upon whether or not the man doing the 
estimating is connected with a manu- 
facturer who supplies porcelain models. 

Undoubtedly one of the chief reasons 
for this preponderance of lacquered cab- 
inet sales is the fact that porcelain- 
finished cabinets cost more than those 
finished in duco, pyroxylin, elasto, or 
other members of that tribe. 


In general, a porcelain model costs 
from $20 to $40 more than an otherwise 
identical lacquer model. (Engineers de- 
clare that it costs only about $9 more 
to finish a cabinet in porcelain; hence 
the difference in the selling price—after 
this production cost has been doubled 
to allow for sales cost—-between the 
two types of models means extra profits 
on that type.) 

In favor of porcelain finish are the 
points of beauty and long life. Porcelain 
models usually attract the eye more 
quickly on showroom floors, and they 
retain their lustre through the years. 

In addition, they will “hold up” in the 
hottest, most humid weather (inhabi- 
tants of Cuba will no longer buy lacquer 
cabinets, the writer found last winter). 

That manufacturers recognize this 
fact is indicated by their guarantees. 

Porcelain cabinets may be guaranteed 
for three years; whereas the guarantee 
on a lacquer job is generally one year. 

One refrigerator cabinet manufacturer 
is declared to have said: “No lacquer 


has ever been made which will stand all | 
re- | 


the conditions to which an electric 
frigerator is exposed.” 

In favor of lacquer are its low cost, 
workability, patchability (panels do not 
have to be junked if they are marred 
along the production line), and its range 
of colors. 


This business of color is being 
given serious consideration by 
cabinet designers just now. In 
addition to the study of color 
combinations utilizing common 
lacquers, engineers are thinking 
about the possibilities of new 
types of lacquers, such as the lum- 
inous “fish scale’”’ variety which so 
enhances 1932 Graham motor cars. 


Pearl essence, fabrikoid, stain- 
less metals, and other radical de- 
partures from the customary 
“gleaming white,” are being con- 
templated. 


To compete with acid-resisting porce- 
lain, lacquer finishes have been devel- 
oped which are resistant to humidity, 
grease, sulphur dioxide fumes, and a 50 
per cent solution of alcohol. Which, 
gentlemen, is a pretty strong beverage. 

yeneral Electric and Westinghouse 
manufacture only lacquer cabinets, buy- 
ing their porcelain boxes from Bohn and 
Seeger. 
made by Seeger. 

Frigidaire makes both varieties in its 
own factory (said to be 


(first 
plant in 


refrigerator 


America), Bohn, and Cavalier 


* 


Du Pont Patent Suit 


Perhaps the most important “sitchee- 
ayshun” in the lacquer industry today 
is patent litigation between the E. I. 
du Pont Nemours Co. and the Glid- 
den and Dabney-Jones lacquer manufac- 
turing concerns 


de 


Both of the latter companies are being 
sued by du Pont for alleged infringe- 
ment of patents covering low-viscosity 
nitrocellulose lacquers 

The come to trial 

To our knowledge, this is the first 
mention of the suits in any publication 
Automotive trade papers, whose readers 
are vitally interested in the outcome, 
have avoided the subject as they would 
the Three R's of Dangerous Journalism 
(religion, race, rumor). 

The Ford Motor Co., it is said, has 
ignored the patents to the extent of not 
taking out a license for their use. 


suits have not yet 


Three issues are at stake in this 
important fight: (1) the feasibility 
and desirability of artificial stabili- 
zation in the lacquer industry; (2) 
the desirability of attempting to use 
patent license agreements to obtain 
whatever stabilization is 
(3) the validity and scope of these 
particular patents. 


possible; 


Before the Glidden Co. decided to test 
the validity of the patents, a number 
of lacquer manufacturers had signed 
contracts, and were paying a 
royalty of four cents per gallon on low- 
viscosity nitrocellulose lacquers The 
additional cost to a refrigerator cabinet 


license 
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Majestic porcelain cabinets are | 


of the larger lacquer manufacturers 
have gone on record as being glad to 
absorb this royalty cost in order to help 
stabilize their industry. 

Should du Pont lose the suit, the 
“sitcheeayshun” in the lacquer industry 
may become quite interesting—almost as 
interesting as the situation in the in- 
sulation industry. 

* * * 


Facts in the Case 


A rough study of the case and its 
history yields these facts: 


Two test suits have been brought by 
the du Pont de Nemours Co., one against 
the Glidden Co., and the other against 
the Dabney-Jones Co., to determine the 
validity of the du Pont patents covering 
low-viscosity nitrocellulose lacquers. 


The patents which are the subject of 
litigation are Reissue Letters Patent No. 
16,803, granted to Edmund M. Flaherty 
on Nov. 29, 1927, and Letters Patent 
1,710,453, granted to Maurice Valentine 
Hitt on April 23, 1929. 


Westinghouse Sharpshooter 


By George F. Taubeneck 


for infringement of any of the present 
claims of said patent, but without preju- 
dice to suit for infringement of any dif- 
ferent claim or claims plaintiff may be 
able to obtain in a reissue of said pat- 
ent.” Costs were allowed the defendants 
in both cases. 

These orders have the effect of com- 
pletely eliminating the Hitt patent from 
the present suits. They are an admission 
on the part of du Pont that the patent 
is invalid and that the company was in 
error in bringing suit so far as this 
patent is concerned. 

A trust fund has been established to 
give financial assistance to lacquer man- 
ufacturers who have been or may be 
sued by du Pont for infringing du Pont’s 
patents covering the use of low viscosity 
in lacquer. 


Fifty companies, including the follow- 
ing, have subscribed a total of $70,000 
to this fund: Glidden Co. Valen- 
tine and Co., Jones-Dabney Co., Lilly 
Varnish Co., Merrimac Chemical Co., 
Cook Paint and Varnish Co., Gilbert 
Spruance Co., Barrett Varnish Co., 
O’Brien Varnish Co., Van Schaack Bros. 


| 
| 


the largest |duced Therefrom. 
porcelain-enameling plant in the world), | No. 1,629,999 was issued to him. 
as do Kelvinator-Leonard, Norge, Gibson | meantime 
porcelain-enameling |interest in his invention to the du Pont 


In May 1921, Flaherty sought a patent ;Chemical Works, James B. Day and Co., | 


as the inventor of certain improvements 
in Low-Viscosity Lacquer and Film Pro- 
In May 1927, Patent 
In the 


he had assigned the 


| Co. 


Co 


In Sept. 27, Flaherty and the du Pont 
made application for a reissue of 
Letters Patent No. 1,629,999, since said 
Letters Patent were inoperative by rea- 


son of a defective or insufficient speci- 
fication. On Nov. 29, 1927, Reissue Let- } 
ters Patent No. 16,803 was granted to 


the plaintiff. 

Glidden Co. claims that the du Pont 
Co. can have no valid cause of action 
against it under said reissue patent be- 
cause, between the date of the original 
patent No. 1,629,999 and the date of the 
application for its reissue, Glidden Co 
had expended large sums of money in 
developing and preparing to manufac- 
ture the lacquers and coating composi- 
tions now alleged to infringe Reissue 
Patent 16,803, and had at great expense, 
manufactured large quantities of said 
lacquers and coating compositions. 

The other patent, No. 1,710,453 (issued 
to Hitt) has since been withdrawn from 
the suits. Evidence on behalf of the 
defendants in the form of reports was 
presented in the course of a deposition 


|} by Mr. Bacon of the Zapon Co., which 


clearly indicated that this company had 
made and sold lacquer which anticipated 
the Hitt patent nearly three years. 

Soon after this evidence was in the 
hands of the du Pont Co., its attorneys 
requested the consent of the defendants 
to the withdrawal of the Hitt patent 
from the suits, stating that in a search 
of their files in the New York office 
they had come upon evidence that they 
thernselves had offered for sale lacquer 
anticipating the claims of the Hitt 
patent more than two years before this 
patent was applied for 


After negotiations, a court order was 
signed ordering the patent withdrawn 
“with prejudice against another action 

Pat S 7 


An unidentified Westinghouse salesman is shown above all togged out in 
what the well-dressed Westinghouse refrigerator salesman will wear 
during the Lucky Seven Wonder Tour sales contest, now in progress. 


entire | 
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one dollar in consideration of the mutual 
promises set forth to be kept in the 
agreement. 

(2) That the licensee agree to pay as 
royalty four cents for every gallon of 
the licensed composition used and/or 
sold by the licensee. 

(3) That, if the du Pont claims be 
sustained in any United States District 
Court, the licensee shall thereafter pay 
six cents per gallon instead of four. 

(4) That only one royalty shall be 
paid by licensee per gallon of licensed 
composition, for the manufacture, use 
and/or sale in the United States. 

(5) That no royalties shall be paid by 
licensee on compositions that are re- 
turned to it by customers, but when 
licensee subsequently uses or sells such 
goods, this royalty shall be duly paid. 

(6) That no royalty shall be paid by 
licensee on compositions or articles 
otherwise falling within the terms of 
the aforesaid patents used for experi- 
mental purposes and/or on _ buildings 
and/or on equipment owned or leased 
by licensee, or where said compositions 
or articles are shipped by licensee into 
a foreign country; but the royalty shall 
be paid in the event such shipments are 
returned to the U. S. and used and/or 
sold therein. 

(7) That the royalties are to be com- 
puted quarterly, and the number of 
gallons of the licensed composition used, 
sold and/or returned are to be reported 
in a sworn statement, accompanied by 
a check due not later than 30 days after 


(17) That, in case of controversy un- 
der this agreement, it shall be settled 
by arbitration, each party selecting one 
arbitrator and the third to be selected 
by the other two. 


A number of companies immediately 
signed license contracts. Those com- 
panies that had signed by April 12, 1932, 
are as follows: 


John L. Armitage and Co., American 
Varnish Co., The Arco Co., Berry Bros., 
Bloomfield Chemical Co., Bradley and 
Vrooman Co., Devoe and Raynolds Co., 
V. J. Dolan and Co., Egyptian Lacquer 
Co., Ferbert Schorndorfer Co., Flood and 
Conklin Co., Forbes Varnish Co., W. P. 
Fuller and Co., Grand Rapids Varnish 
Co., Hilo Varnish Co., S. C. Johnson and 
Son, Kay and Ess Co., Maas and Wald- 
stein Co., Mayer and Lowenstein Co., 
Mountain Varnish and Color Works, 
Murphy Varnish Co., O'Neil Duro Co., 
Pittsburgh Plate Glass Co., Pratt and 
Lambert, Inc., Scriver and Quinn, Inc., 
Sherwin Williams Co., Standard Varnish 
Works, Stanley Chemical Co., Thresher 
Varnish Co., V. E. P. Co., and Geo. D. 
Wetherill Co. 

The Glidden Co. refused to sign the 
license contract, and so du Pont started 
suit. Glidden declared it would not ac- 
cept the contract because there was no 
obligation on the part of the du Pont 


Co. to defend the patents against in- 
fringement. 
And there the matter stands today. 


Both sides are girding themselves for a 
battle; and the result will have at least 


the end of the quarter. 


(8) That in the event the total royal- | 
ties payable by the licensee on the four | 
cents per gallon basis do not aggregate | 
$2,000, the licensee shall pay to du Pont | 
a minimum license fee of $2,000 by | 
paying within 30 days after the end of | 
the year the difference between that 
sum and the actual royalties; but should | 
the patents be sustained in the U. S. | 
District Court, the licensee shall pay | 
thereafter a minimum royalty fee of | 
$3,000 instead of $2,000. 

(9) That should the terms of the | 
agreement be accepted, du Pont agrees | 
to waive all claims for profit and dam- 
ages otherwise collectible by it by reason | 
of the past infringement, if the agree- 
ment remains in full force for a period | 
of five years, or if royalties aggregating | 
$50,000 shall be paid by the licensee. If | 
the agreement be terminated before the 
end of the five years or before such | 
aggregate sum of royalties shall have 
been paid, then such claims shall forth- 
with become in full force and effect. | 

(10) That the licensee shall keep sep- | 
arate records of the compositions or 
products manufactured, used, sold, and/ | 
or returned, in sufficient detail to enable | 
the royalties payable to be determined, | 
and shall permit its books and records | 
to be examined by du Pont’s authorized 
agent or officer from time to time dur- 
ing business hours to the extent required 
to verify the record. 

(11) That du Pont reserves for itself | 
the right from time to time to establish 
for itself and licensee the same mini- 
mum selling price and the most favora- 
ble terms of sale. The licensee agrees | 


} 


| 


Roxalin Flexible Lacquer Co., James B. | 
Sipe and Co., A. C. Horn and Co., Her- 
cules Powder Co., American Cyanamid 
Co., and the Fiberloid Corp. 


At present the trustees of the fund 
| are: W. M. Rand of the Merrimac 
|Chemical Co., chairman; W. I. Long- 


| worth of the Lilly Varnish Co., secretary 


and treasurer; L. Phillips of Valentine 
and Co.; A. B. Nixon of the Hercules 
Powder Co., and George L. O’Brien, who 
took the place of Mr. Dabney. W. C. 
Dabney of the Dabney-Jones Co. and 
A. D. Joyce of the Glidden Co. were 
trustees, but resigned when their com- 
panies were sued 


Du Pont first brought its plan of using | 


license contracts (under its five lacquer 
patents) to stabilize the lacquer industry, 
to the general attention of the industry 
at a meeting of lacquer manufacturers 
at Toronto on Oct. 14, 1930 

At this meeting Edmund M. Flaherty, 
representing the du Pont interests, 
stated that the du Pont Co. believes that 
it has basic patents covering the manu- 
facture of low-viscosity nitrocellulose 
lacquer with solvent softeners, but it 
had held off enforcing what it considers 
its patent rights for a long time in the 
hope that satisfactory conditions in the 
industry would not make such a step 
necessary. 

Mr. Flaherty emphasized the fact that 
the purpose of the du Pont Co. in going 
ahead with this matter is “solely for 
the purpose of doing a constructive 
job of stabilizing the lacquer industry 
through lacquer control.” 

A license contract was later prepared 
and sent to lacquer manufacturers in 
February, 1931. The agreement sent to 
those concerns employing the patents 
No. 1,535,438 Pitman, Reissue No. 16,803 
Flaherty, No. 1,636,319 Pitman, No. 1,710,- 
453 Hitt and No. 1,770,108 Pitman, to 
which du Pont claimed the entire right, 
title and interest, set forth the following 
demands and terms: 


(1) That the company desiring a li- 


that if and when and as du Pont shall | 
so establish such selling prices and | 
terms of sale it will not sell at lower | 
|prices or on more favorable terms of 
|}sale than those established by du Pont 
land will not allow any discount, rebate 
|or reduction except in settlement with 
jinsolvent debtors for products previously 


sold, and will not directly or indirectly | 


|grant or give any bonus or gratuity in 
connection with the sale. However, a 
prospective purchaser requiring a sam- 
ple for a test may be given one can of 
not larger than five-gallon size and job- 
| bers and dealers may be given samples 
'for demonstration purposes, which are 
not to be sold by them. 

(12) That the license granted shall ex- 
tend for the term of the patents. 
|} (18) That the licensee may cancel this 
agreement at the end of any year by 


giving du Pont 60 days’ notice in writ- | 


|ing. Du Pont may cancel this agreement 
}on 30 days’ written notice to licensee, if 


some—possibly considerable—effect on 
the refrigeration industry. 
* * 


R. E. Olds Almost 


Builds Compressors 

Here’s another news story which has 
not broken yet: 

An electric refrigerator compressor of 
the vane rotary type, located within the 
motor rotor, and revolving around a 
stationary shaft, was almost intréduced 
a short time ago by R. E. Olds, who 
developed the Oldsmobile and Reo motor 
cars. 

The compressor was to be located 
back of the evaporator, within the food 
chamber of the refrigerator—allowing 
the use of a cabinet corresponding to a 
G. E. minus the Monitor Top. It had an 
unloader, which made it possible for the 
motor to start free from load. 

After taking over the compressor from 
its inventor, R. M. Hvid of Chicago, Mr 
Olds hired G. S. McKee (now vice presi- 
dent and works manager of the Ebinger 
Sanitary Mfg. Co., formerly assistant 
production manager and budget director 
of the Timken Roller Bearing Co., and 
production manager of the refrigerator 
division of Grigsby-Grunow) to lay out 
a schedule for the development and 
manufacture of the Olds compressor. 

Developmental work on the compres- 
sor was carried on for two months in 
Chicago, and for a longer period at the 
Hill Diesel Engine Co. in Lansing. 

A factory for the manufacture of the 
unit was under construction, when sev- 
eral of Lansing’s banks closed their 
doors, and Mr. Olds’ help was required 
to keep the remaining bank solvent. His 
funds needed by the bank, Mr. Olds has 
had to stop development work. 


George Wilcock Claims 
Hels President 


George Wilcock, who writes 
tional messages to Kelvinator salesmen 
all over the land, became a member of 
the Exuberant Order of Crowing Daddies 
the other day. 

And George 


inspira- 


being a journalist, used 


|news-story form to tell his friends about 


|the arrival of Shirley Jane. 


We note 


|that the story he wrote identifies Mrs 


|}cock firm 


Wilcock as a vice president of the Wil- 
(inferring that him- 
All we gotta say is 


George, 
self, is president). 


|he’s a brave husband. 


jas 


|it shall appear that licensee has know- | 


|ingly made or committed any act of 
|/bankruptcy or insolvency, or if it has 
| falsified its accounts or reports on mat- 
ters pertaining to this license. The 
| cancellation by either of the parties 


ing to du Pont all royalties accrued up 
to the date of the termination. 

(14) That du Pont shall be under no 
obligation to institute suits or prosecute 
infringers, nor shall du Pont be in any 
way responsible to licensee for failure to 
prosecute infringers. 

(15) That the licensee, during the 
period of this license, acknowledges each 
of the patents to be valid and agrees 
not directly or indirectly to contest the 
validity of the patents under which it is | 
licensed, nor shall licensee assist others 
in any infringing operation or suit 
brought by du Pont for infringement. 
As far as reasonably possible licensee 
shall assist du Pont in maintaining the 
validity of said patents. 

(16) That the licensee agrees that all 
products shall be marked with the word 
“Patent” followed by the patent number | 


;cense to use the du Pont patents pay or numbers. 


shall not excuse the licensee from pay- | 


The birth announcement follows, just 


we received it: 
Finishing touches were put on the 
long-awaited Shim, Friday, July 15. At 


8:01 P. M., Sally Wilcock, vice-president- 
in-charge of production for Wilcock and 


Wilcock, Inc., completed the job with 
the assistance of a few laboratory 
workers. 


Although Wilcock and Wilcock had 


|experimented for more than two years, 
|expert observers say that their 


product 


reveals no radical departures from 
orthodox design. Shim has the usual 
assortment of arms, legs, eyes, and 


yawns. 

Those who have been admitted to the 
advance showings do admit though that 
she is a compact job. Weighing only 
6% pounds she could be placed very 
tidily in Bill Taft's vest pocket if he 
still had one. 

The pre-announcement name of Shim 
(adopted because the manufacturers did 
not Know whether the product would 
be a she or a him) will probably con- 
tinue to be widely used, although the 
more formal designation of Shirley Jane 
has been officially recognized 

The showrooms at 16770 Glastonbury 


‘Road are open to the public. 
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ELECTRIC REFRIGERATION NEWS, AUGUST 3, 1932 


Dun Report Tells Status of Electrical 
Industry; Appliances Discussed 


(Concluded from Page 11, Column 5) 
$1,600,000,000, which would bring it to 
around the level of 1927. In 1930 the 
output of these same manufacturers 
totaled $2,500,000,000 and in 1929 a value 
of $2,286,273,042 was recorded for their 
products. 

“An estimate places the number of 
manufacturers of electrical machinery, 
apparatus, appliances and supplies at 
nearly 6,000. This total includes all 
makers of products which, in order to 
function properly, must generate, trans- 
mit, control or otherwise utilize elec- 
trical energy.” 


Utility Sales Promotion 


How the utility has aided in promot- 
ing the sale of electric appliances was 
cited by the article: 

“Of the more than 3,500 power com- 
panies in the United States, there are 
about 1,250 important units. Of these, 
750 arg engaged actively in power sales | 
work. They employ no less than 5,000 
salesmen, who are calling constantly 
upon industrial and commercial 


cus- 
tomers for the sole purpose of increas- 
ing their consumption through the addi- | 
tion of new electrically-operated devices. 

“The interest of the power compan- 
ies in promoting the use of all kinds 
of electrical equipment is obvious. The 
motor manufacturer, for example, makes 
one sale, but the power company’s con- 
tinuous load and monthly income is in- 
creased. 


Increase Use 1,500% 


“Within the past 20 years, central sta- 
tion power sales departments have 
helped to increase the use of electrical 
energy by industry more than 1,500 per 
cent. 

“For these power salesmen have the 
advantage of knowing their local mar- 
kets thoroughly. The records of the} 
utility companies show the | 


exact | 
amount of current purchased by every | 
industrial customer in the territory, and | 
the number and sizes of motors and 
other current-using apparatus in opera- 
tion. To some extent, at least, the con- 
dition and efficiency of this equipment 
also are known. 


Contact With Officials 


“There is no other source of data so 
up-to-date and complete by which a 
manufacturer can study a local market | 
for an electrical product. 

“Most of this information the manu- | 
facturer can secure for the asking, while 
more detailed facts and advice regard- | 
ing local sales opportunities often can | 
be secured through closer contact with | 

' 


the utility company’s sales officials. 

“While the wholesaler always has | 
played a heavier role in the electrical | 
supply trade than in some other indus- | 
tries of equal size, his importance has 
been increasing during the last three 
years. 


Wholesaler Important 


“In fact, there is little heard today 
from either the manufacturer or buyer | 
about the elimination of the wholesaler. 
Changed conditions of buying, with 
orders almost uniformly for current 
needs, has made the wholesaler more 
important than ever. 

“The retailer now depends on him as 
a source of ready supply, in small lots, 
a service which the manufacturer is not 
always in a position to render. 

“On the other side, the manufacturer | 
is knocking at his door continually to 
obtain an outlet for large quantities of 


FREE on 


A NEW 
56-Page Book on 


for 
e Refrigeration Engineers 


and 


e Service Men 


A REAL handbook! Full of 


facts and helpful data on 
Artic 


and other refrigerants. 

SOME OF ITS CHAPTERS— 
Artic Specifications, Tests and Physical 
Properties; Effect of Artic on Foods, 
Water. Furs, Flowers. and Textiles; 

Artic Thernial and Density Data 

Pressure Temperature Curves, Artic 
Potal Heat Chart, Super-heated Vapor 
Temperature Tables; Properties of 
Common Refrigerants; Refrigeration 


| New 


merchandise which the retailer cannot 
absorb, because of the consumer’s firm 
stand to cover only his immediate re- 
quirements. 

“The sales of wholesalers of electrical 
supplies—exclusive of refrigerators and 
ranges—reached $386,794,425 in 1931. The 
number of electrical wholesalers doing 
a retail business is 16.8 per cent. The 
average percentage of their retail to 
their total business is around 14.8 per 
cent. 

“Prices of electrical merchandise, like 
those of most commodities in other 
lines, have declined substantially dur- 
ing the past two years. Present quota- 
tions, as a whole, are from 25 to 35 
per cent under the figures that prevailed 
at the end of June in 1931. Copper, the 
basic metal in the industry, still is at 
|a low level, and other raw materials 
| also are down. 


Bottom Levels Reached 


“While no marked reaction in the gen- 
eral price structure is anticipated in the 
near future, quotations which have been 
moving downward steadily during the 
last six months now are becoming more 
steady, indicating that bottom levels 
have been reached. There is prospect 
of an increase in the price of some 
items of around 10 per cent above the 
tax increase. 

“While collections generally are ir- 
regular, remittances from established 
houses continue satisfactory, and the 
situation generally is no worse than it 
was a year ago. The present status of 
collections varies from 20 per cent 
slower than a year ago up to 40 to 50 
per cent slower in some lines. The 
latter is accounted for largely by the 
extensive reduction in volume. 


Study Credit Accounts 


“Credit accounts particularly are be- | 


ing scrutinized closely, and the doubtful 
ones are being eliminated as soon as 
possible. An average of 85 per cent is 
being collected within the 60-day period; 
the balance seems to drag considerably. 

“Wholesalers report that collections 
are giving them considerable concern, as 
only a small reduction has been made 


|in indebtedness carried over from last 


year. Collections on current merchan- 
dise sales are better than expected, but 


| Sreater care is being exercised in grant- 


ing credit. 

“The survey made by R. G. Dun & Co. 
of bad debt losses among manufacturers 
of electrical machines and supplies dur- 
ing the first six months of 1931 showed 
the average for the trade to be .682 per 
cent. 


Bad Debt Loss Figures 

“In the high-price range group, the 
bad debt loss reached 1.230 per cent on 
13,922 accounts that were sold merchan- 
dise valued at $7,079,000 during the six 
months’ period. In the medium-price 
range, the bad debt loss was only .490 
per cent on 40,923 accounts that bought 
goods with a total value of $26,066,000. 

“On the medium-grade merchandise 
the bad debt loss was only .490 per cent 
on 40,923 accounts that bought goods 
with a total value of $26,066,000. On 
merchandise sold to retailers the bad 
loss went to .772 per cent, while on 
goods shipped to other manufacturers 
it was only .369 per cent. 

“The best-paying accounts 
York, Pennsylvania, 
Maryland and Virginia, the total loss 
for that district reaching a low of .295 
per cent. In the geographical subdivi- 


Request! 


Artic 


REG. US PAT. OFF. 


(R & H METHYL CHLORIDE) 


THE REFRIGERANT 


Uses of Artic for Domestic and Multi- 
ple Units, Air Conditioning, Frozen 
Foods, lee Cream, Dairy Products, 
Baked Goods, Trucks, Cars and other 
purposes; Handling and Servicing. 
Leak Detection, Transfer, Prevention 
of Moisture in Systems; Container- 
and Traffic Regulations. 


A request on your company letter- 


head will bring you a FRE KE copy | 


of “Artie The Refrigerant”—the 
most complete compilation of in- 


formation on R & H Methyl Chlo- 


ride ever published. 


Send for Your FREE Copy Now! 


a ee 


New York, N.Y. 


Empire State Bidg., 350 Fifth Ave. 


), 
BED * 


Frank Gibson, Jr., vice president in charge of sales of Gibson, takes his 
napnew and niece, Louis and Gertrude Emma Hamper, for a ride. 


ating farm machinery because of their 
familiarity with it. 

“The agricultural colleges are encour- 
aging the greater use of electricity on 
the farm both for light and power. 
They issue many bulletins on the sub- 
ject which are calculated to create the 
desire for possession. 


sion that included Washington, Oregon, | 
California and Nevada, on the other| 
hand, the large number of delinquent | 
accounts brought the bad debt loss to | 
a high of 4.340 per cent. 


Insolvencies of Manufacturers 
“The insolvencies recorded for manu- 

: ‘ ‘ a1 | 

facturers of electrical supplies in 1931) “The number of farms using current 
was the highest both in number and | increased 48,940, or 7.5 per cent, in 1931. 
liabilities incurred in the last five years. | This brings the total number of farms 


were in| 
Delaware, | 


While the number set down for re- | served to nearly 800,000, according to 
|tailers and wholesalers during 1931 |a survey made by the National Electric 
| reached a peak figure, the liabilities | Light Association. At the end of 1923, 
were less by $258,928. | there were only 177,500 farms electrified; 
“For the first five months of the cur-| that is, obtaining central station service. 
rent year, the number of failures among | During the eight years since that time, 
manufacturers was nearly one-half the | the growth has been 
total for the entire 12 months of 1931, | yes ar has there been a decline from the 
but the liabilities were fully one-fourth | year preceding. 
less. 


’ Two Sections Lead 

Defaults Continue BS 

: a ‘The greatest growth in new farms 

“Among the retailers and wholesalers, | added during 1931 was in the East 
however, defaults continue to gain at! North Central and South Atlantic group 
about the same rate as they did a year| of states. 
ago, with liabilities for the first five|cent, respectively, compared with the 
months of 1932 more than half the total | record of 1930. Of the East North Cen- 
for the full year of 1931. The complete | tral group, the states of Michigan and 
insolvency record of the electrical | 
supply trade since 1927, as compiled by 
R. G. Dun & Co., shows: 

MANUFACTURERS | 


Year Number Liabilities 
1927.. he 19 $ 897,592 
1928. . 16 257,400 
1929... 13 232,900 
1930... 24 453,848 | 
ae 57 2,571,258 
ge 22 634,871 
(*) January to May, inclusive. 


WHOLESALERS AND RETAILERS | 


Year Number Liabilities 

SR ee $2,259,738 
Sea 4,047,229 : 
: Serre 2,455,900 
Sere 143 2,509,904 

1931 .. 160 2,250,976 

1982°.... , 77 1,373,530 

(*) January to May, inclusive. 

“Farm implement dealers have dis- 


covered a valuable source of revenue in 
their side-lines of electrical supplies and 
equipment. At the state and county 
fairs held last fall, investigation has 
revealed that interest centered on the 
displays of rural electrical equipment 

“The exhibitors at these fairs secured 


| 
| 


a large number of good prospects for 
water systems, motors for operating 
pumps, cream separators, grinders, en 


and household appliances 
sales resulted 


silage cutters, 
|and said that many money for you, 


Farm Power Lines 


errors in designs. 


“One of the obstacles to success which 
has existed in the past was the expense 
to the farmer of building the transmis 
sion lines to the farm home. This ob 
stacle, however, is being removed gradu- 
ally, as where the estimated consump 
tion of current per month warrants, the 
power companies are building the supply 
lines at their own expense. This will 
give a still greater impetus to the elec- 
trical supply branch of the agricultural 
implement retailers. A bulletin from the 
United States Agricultural 3ureau 
states that 30 per cent of the horse- 
power work done on the farm could be 


MANSHIP IS A 


;city on the farm are: 


rapid, and in no} 


Gains were 10.4 and 12.7 per} 


— 


SAINT PAUL 
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Illinois reported gains of 18.9 per cent 
and 14.4 per cent, respectively. Georgia, 
Florida and Virginia made the best 
showing in the Atlantic states. 

“The following table shows the num- 
ber of farms served at the close of 1931 
by geographical divisions and the per 
cent gain over 1930: 
Section , 
New England ......... 52,237 6.6 


Middle Atlantic ...... 104,911 8.9 
East North Central... 166,893 10.4 
West North Central... 89,717 9.0 
South Atlantic ....... 47,958 12.7 
East South Central 31,513 5.2 
West South Central 22,170 3.4 
Mountain ......... Pas 44,308 4.2 
IA ae 139,079 3.2 

Total United States.. 698,786 7.5 


“New uses for electricity on the farm 
are being developed constantly, as more 
and more farms are served by power 
lines. One of the newest developments 
is electrical heating of hotbeds. 


Electric Heaters 
“Several agricultural experiment sta- 
tions have experimented with electric 
heaters and have found these to give 
perfect results. Electricity also is effec- 
tive in dehydrating crops, and in Cali- 


| fornia it is used in dehydrating for the 
| preservation of nuts. 


“Some of the applications of electri- 
Feed grinding, 
milking, threshing, filling silos, cooling 
milk and cream, driving cotton gins and 
pumping water. The farm women use 
it for a variety of household tasks. Elec- 
tricity was first used on farms for 
pumping water for irrigation, and this 
use still consumes more of this power 
each year than almost any other.” 


ROCHESTER DISTRIBUTOR 
AHEAD OF 1932 QUOTA 


ROCHESTER, N. Y.—The retail sales 
division of the Gilbert Appliance Corp., 
Frigidaire distributor, has completed the 
first six months of 1932 over quota. 

S. C. Hitchcock sold 25 machines in 
June. Ted LaRock, another household 
salesman, sold 23 in May and almost 
equalled this performance the following 
month. J. W. Lyon is retail sales 
manager. 


KELVINATORS INSTALLED IN 
WASHINGTON SUITES 


WASHINGTON, D. C.--Kelvinators 
have been installed in the 117 suites in 
the new Sedgwick Gardens apartments 
here. The apartments, located at Con- 
necticut Ave. and Sedgwick St., have 
20,000 sq. ft. of landscaped gardens in 
the rear. 


CABINETS BY 


CONTRACT DIVISION 


SEEGER experience will save 


through avoidance of 


SPECIFICATIONS 


CAN BE FOLLOWED, BUT WORK- 


MATTER OF EX- 


PERIENCE AND TRADITION. » » 


done by electric motors. * 


Figures on Growth 


“One utility company, which covers a 
territory where farms are large, shows 
that they have over 1,000 rural custo- 
mers, and that during the past three 
years they have added from 100 to 200 
customers annually. Practically all of 
these customers purchased water sys- 
tems, washing machines, refrigerators 
or separators 

“A few equipped their homes com- 
pletely with electrical appliances. The 
utility companies are cooperating with 
the agricultural implement dealers in 
the extension of sales, as they recognize 
them as the best medium for distribu- 
tion of electrical appliances for oper- 


232 Fourth Avenue 
Fourth Ave. at 19th St 
NEW YORK, N.Y 


655-57 So. LaBrea Ave 
LOS ANGELES, CAL 


SEEGER REFRIGERATOR CO. 


SAINT PAUL, 


MINNESOTA 


644 Beacon Street 
Kenmore Square 


BOSTON, MASS 


666 North Wabash 
CHICAGO, ILL 
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BELGIAN KELVINATOR 


FIRM NEARS RECORD 


BRUSSELS, Belgium—With 260 Kel- 
vinator units sold during the first five 
months of 1932, the House of Dehaes & 
Son, Kelvinator distributor here, expects 
to reach its goal of 550 sales for the 
year of 1932. 

Sales figures during the last six years 
have been steadily mounting, according 
to G. Leduc, sales manager. In 1927, 6 
sales were made; in 1928, sales num- 
bered 87; in 1929, they rose to 175; in 


1930, 290; in 1931, 360. 

Henry Dehaes, who has been associ- | 
ated with his father, Pierre Dehaes, for | 
five years, is now in charge of the 
refrigeration department, and has a 
staff of 15 salesmen. 

The House of Dehaes has been in 
business for 50 years. It employs 120 
workmen engaged in refrigeration work | 
and on equipment for meat markets. | 
Its production of refrigerators for the | 
meat trade has now reached 900 an- 
nually. 


GRIGSBY-GRUNOW BOOKLET 
TELLS OF MAJESTIC PLANTS: 


CHICAGO—“Trainloads of Happiness 
for the Wisest Women in the Land” is 
the title of a pamphlet recently pub- 
lished by the Grigsby-Grunow Co., de- 
scribing a trip through the Majestic 
refrigerator plants. 

F. Burnham MacLeary is the author 
of the booklet, which is better described 
as an ode to modern machinery than a 
description of a trip through a factory. 

MacLeary first tells the history of the 
Majestic plants and then describes their 
size and extent. Following this, he takes 
the visitors on a tour pointing out the | 
punch presses, the conveying line, the 
insulating process, the construction of 
the needle valve, and compressors. 

Numerous diagrams and pictures illus- 
trate the written material. 

The book is prepared especially for 
women, and is a series of impressions 
obtained by a non-technical observer, | 
rather than a detailed description of the | 
factory which might appeal to engineers. 


UTILITY FRIGIDAIRE DRIVE 
GOES OVER QUOTA 41° 


PITTSBURGH—The May-June Frigid- 
aire sales campaign, sponsored by the 
merchandising division of the West 
Penn Electric Co., utility outlet here, 
went over its quota by 41.9 per cent, 
tabulations show. 


The sales volume during the campaign 
was $170,550.43. 


THIS 6ft. DOUBLE DUTY 
DISPLAY CASE $125.00 | 
8-ft. size, $145. Cases are 54° high and 33” 


deep. 3 glass and 3 solid doors in rear. 
Insulated with 3” corkboard. 


U neonditionally Guaranteed 


UNIT FREEZER COMPANY 
6036 Delmar Ave St. Louis, Mo. | 


Testing Service 


for Domestic and Commercial 
Electrical Refrigeration 
Testing and experimental 
laboratory service for Man 
ufacturer, Distributor, Cen- 
tral Station. Test data ex- 
clusive property of client. 


Electrical Testing 
Laboratories 


80th St. & East End Ave, 
NEW YORK 


Kno yest 


Testing Laboratory 
For refrigerators 
and refrigerating equipment 


George B. Bright Co. 


Refrigerating Engineers and Architects 


2615 12th St., Detroit, Mich. 


SULPHUR 
DIOXIDE 


TS WEST ST.NY VIRGINIA SMELTING CO. 
31 STATE ST. BOST WEST NORFOLK, VA 


About Home Service 


By Gertrude Stanton 


Education Tie-In 


Marian Sawyer came back from the 
American Home Economics Association 
meeting in Atlanta very much interested 
in college equipment courses. She and 
Pauline Peacock, one of Kelvinator’s 
factory home economists assigned to 
field work, are both members of the 
commercial division of that association. 

Miss Sawyer is assigned this year to 
work out a tie-in with commercial home 
service work and college courses in 
equipment, which should not only be of 
interest, but of value both to the field 
and to the students. 


One of the foremost home economists | 


in the matter of gaining acceptance by 
schools and colleges in the field is Miss 
Emma Tighe of the Boston Edison Co.’s 
“Friendly Kitchen.” In Boston, of all 
places, where conservatism is the chief 
virtue, Miss Tighe has succeeded in 
gaining the cooperation of the schools 
and colleges to the point that members 
of her department go into those schools 
and colleges every year to lecture on re- 
frigeration, ranges, etc. 

Classes sometimes come down to the 
“Friendly Kitchen” for demonstrations 
of equipment. 
staff are girls who are graduates of the 
schools about Boston who have become 
interested in the work through these 
practical lectures. 


Another type of home service 
education that is being carried out 
is General Electric’s correspondence 
course for home service women. It 
started months ago with a history 
of the drudgery which has been at- 
tached to house work through the 
centuries, carrying the story up to 
date. As the lessons go along, they 
become more technical, of course. A 
list of thought questions based on 
the reading matter is attached to 
each lesson, and is to be filled out 
and turned in. Miss Edwina Nolan, 
G. E. refrigeration home economist, 
is responsible for the course, which 
is supposed to be the first of its 
kind. 


* * 


Gibson’s New 
Department 


Gibson has a brand new home service 
department this spring, headed by Miss 
Jacqueline Frost, who is, back of her 
“refrigerated” name, Miss 
Milligan, writer and lecturer on home 
economics subjects. 

Miss Milligan has worked out a method 
which differs a little from the regular 
recipe book idea. The way in which her 
recipes are put together is in a small 
card file. 

One of these—of a material easily 
washed and of a size easily kept avail- 
able 


The file contains mostly founda- 
tion recipes—plain ice creams, 
foundation punch, etc. But that’s not 
all. Every month she sends out an- 
other card, with a recipe on each 
side of it. That means that every 
month the Gibson salesmen all over 
the country have an excuse to call 
on their users, give them the recipe 
card, check up on user satisfaction, 
and get the names of prospective 
purchasers. 


The recipe card isn’t as expensive as 
the average ‘“door-opener” or favor 
which many dealers use to gain entree 
for their salesmen in calling on users 

» * 


* 
. 

Re the Depression 

Via the Rex Cole News, via the printer 
of that sheet, via a friend of his from 
California, comes this parable on the 
depression 

“Pelicans: A Parable 

“For years the pelicans of Santa 
Monica Bay have been fed by fishermen 
from surplus catch until they got into 
the habit of eating without work 

“This year, high seas and changing 
currents off Santa Monica cut down the 
catch, and the fishermen no longer had 
any fish to spare. They noticed that the 
pelicans languished and grew thin, and 
it dawned on them that they had for- 
gotten how to fish for themselves. So 
they went down the coast and found 
some unpampered birds who had never 
been ruined by easy living and free fish. 
They turned them among the 
starving birds, who sat about on the 
beach and complained of the depression. 

“The way those imported pelicans 
went out after their own fish was an 
eye-opener. Pretty soon the hungry na- 
tives quit watching and tried it them- 
selves. They discovered that there were 
plenty of fish in the sea for the bird 
with energy and enterprise. And they 
have quit talking about the depression.” 


loose 


We do not guarantee this to be a true 
story, but might comment that if we 


Several of Miss Tighe’s | 


Madeleine | 


is given to each Gibson owner at | 
the time she purchases her refrigerator. 


had as large outstanding bills as have 
the pelicans, we might be worried about 
the depression, too. 
” * * 
Refrigerator Publicity 


Refrigerators continue to get their 
share of publicity. We note in the July 
issues of Pictorial Review and Delinea- 
tor articles on refrigerators, and know 
that in Better Homes and Gardens for 
June there was another. 


Grace Pennock of Delineator Insti- 
tute writes an article on the placement 
of a refrigerator and its use for great- 
est efficiency. 


She found that a housewife visits 
the refrigerator 46 times a day—3 
times in preparing breakfast, once in 
clearing away after breakfast, 21 
times in cooking and _ preparing 
dinner or luncheon, 6 times in clear- 
ing away after that meal; 12 times 
in preparing supper, and 3 times in 
clearing away after supper. If the 
refrigerator is in the cellar-way, 
that means a lot of foot-work. 


Best position for a refrigerator, Miss 


|Pennock found in her final analysis, | 


|was at either side of the kitchen cabi- 


net; in a narrow kitchen, opposite the | 


cabinet; or at right angles to the cabi- 
net. 

Advantages of electric refrigeration 
|}enumerated throughout her test were: 
fruit cold for breakfast; butter always 


|firm; milk and cream cold and sweet; | 
salad cold and crisp even on the hottest | 
crisp and 


|days, salad greens always 
|fresh; frequent frozen and chilled des- 
serts; cold beverages and ice for culin- 
|}ary uses; cold dishes for serving cold 
| foods and for culinary 
| curity in the condition and saving of 
|food; the utmost in convenience. 
Another article in Delineator was 
|‘‘Keep Cool, No Matter What,” by Ann 
| Batchelder, and in it, of course, were 
| plenty of refrigeration uses. 
| * * * 


Seed-Freezing 


| 


|for some special exhibition or show. 
More unusual, however, is the new- 

|found fact that some seeds, if frozen, 

| will germinate more quickly than if left 


|to their own devices in the warmest and 


richest soil. 


into money, particularly since most 


|cent article, however, says that all but 
a few may be raised from seed. 


Some of these seeds, however, 
seem to want to lie in the ground 
all winter and be frozen before 
starting life. Of these types are 
irises, lilies, and other bulbous 
plants of that nature. 

If you have a mechanical refrig- 
erator, the article says, you can 
freeze an iris seed, for example, in 
an ice cube, and the result will be a 
speedier ripening of the seed, some- 
times causing it to germinate the 
first season. 

The trollius and dictamnus 
(globeflower and burning bush to 
you), as well as the primrose, have 
been treated this way with success. 


ONE KELVINATOR SOLD FOR 
EVERY 157 CURRENT USERS 


HURON, S. D.—A Kelvinator sale for 
every 157 residential customers in the 
territory was the record hung up in 
a recently completed campaign of the 
Northwestern Public Service Co. 


Starting with a series of evening meet- | 


ings at all branch offices in Nebraska 
and the Dakotas, the campaign 
tinued with cold cookery demonstrations 
at 14 key points. Miss Dorothy Covert, 
the home economist, also gave instruc- 
tion to local home economics 


tions 


Fritz Elbig, sales manager of the 


utility company, designed a display plat- 


form which was used in each demon- 
stration. 


HUEY ‘KINGFISH’ LONG BUYS 
FRIGIDAIRE FOR HOME 


NEW ORLEANS, La.—The colonial 
mansion of United States Senator Huey 
P. Long, the “kingfish” of Louisiana, 
now has in its kitchen the largest size 
household model Frigidaire. 

An all-porcelain W-18 was sold to 
Senator Long by the Electric Service, 
Inc., Frigidaire’s New Orleans dealer. 


purposes; se-| 


Fairly well-known is the use of re- | 
| frigeration by florists in delaying the | 
| growth or blooming period of a plant) 


Perennials, be it known if you have) 
never done much gardening, can run | 


people buy the plants themselves. A re- | 


con- | 


depart- | 
ments, and offered in all 100 demonstra- | 


BUYER’S GUIDE 


Manufacturers Specializing in Service 
to the Refrigeration Industry 
SPECIAL ADVERTISING RATE (this column only)—$12.00 per space. 


Payment is required monthly in advance to obtain this special low rate. 
Minimum Contract for this column—13 insertions in consecutive issues. 
All advertisements set in uniform style of type with standard border. 
Halftone engravings of 100-line screen, either outline or square finish. 
No reverse cuts or heavy black effects. No charge for composition. 


Send for the Brunner Story 

Get the complete story of Brunner 
High Sides and Compressors. Then 
you will know Brunner’s contribu- 


refrigerator units. Do it today. 


Refrigeration Division, Brunner 


GRUNNER MFG. CO. UTICANN- USAT ‘ a a ; 
— Manufacturing Co., Utiea, N.Y. 


| 
| 
| 
| 
tion to rugged, quiet, foolproof | 
} 
| 
| 
| 


HIGH SIDES and COMPRESSORS by BRUNNER 


—- — 


Save one man on delivery. Make heavy lift- | 


ing easy—quick. Eliminate damage to cabinets— 
floors—walls. 


X-70 REFRIGERATOR TRUCKS 
Fit all cabinets, with or without legs, or in the 
crate, Capacity, 1,200 Ibs. All steel frame, 4” 
rubber tired wheels, one truck with top casters 
and handles for tilting and rolling into delivery 
truck and on the stairs. Only pads toueh cabi- 
net. Last a lifetime. Complete set $34.50. Ball 
bearing swivel casters on one end, $5 extra. 
X-60 REFRIGERATOR TRUCKS 
Handle leg cabinets only. Per set, $31.50. Spring 
steel hooks to convert into X-70 available sepa- 
rately. Ball bearing swivel casters on one truck, 
$5 extra. 


FINDLAY REFRIGERATOR TRUCKS 


For leg cabinets only—padded steel frames—4” 


SELF-LIFTING PIANO TRUCK CO. 


| 
rubber tired wheels. Per set, $18.00. 
FINDLAY, OHIO 


Manufacturers of Trucks for 32 Years 


Direct Expansion Dairy Aerators 


For Ammonia or Methyl Chloride 


These Direct Expansion Dairy Aerators have been designed to | 
give dairymen milk cooling apparatus in its simplest, most de- 
pendable and most efficient form. 


All sizes are uvailable in this type. 


H. C. PARKER, LTD. 
Factory and General Offices | 
Los Angeles, California | 


2600 Santa Fe Avenue 


BRANCH OFFICES 

392 Clifton Ave., Newark, N. J. 734 M. & M. Bldg., Houston, Texas | 
510 Larkin St., San Francisco, Calif. 237 Roosevelt Bldg., St. Louis, Mo. 
37 W. Van Buren St., Chicago, Illinois | 


We can take care of your 


entire requirements of ny 6 \ J 
BRAND 
Refrigeration Parts and Supplies 
Stocks at 


116 Broad St., New York, N.Y. 523 Arch St., Phila., Pa. 


Melchior, Armstrong, Dessau Co. 


TO THE CANADIAN TRADE 


You can get quicker delivery at lower cost by ordering from us 


We carry in Stock 


COMPRESSORS—COMPRESSOR UNITS—NON-FROSTING COMMERCIAL 
COILS—BOILER TYPE COILS—COPPER TUBING—FLARE AND SOLDER. 
ING FITTINGS—THERMOSTAT AND PRESSURE CONTROLS—DEHY- 
DRATED OIL—AND MANY OTHER PARTS. 


THE ARCTIC ICE & FUEL 
Winnipeg, Man. ; 


CO., LIMITED | 


~ WOLVERINE 


Seamless Dehydrated Tubing 


Big Stocks Carried For Your Convenience 


34” and i 


Shipment Guaranteed Within 48 Hours on 14”, " in 25, 50 and 100 


ft. coils; 5g” in 25 and 75-85 ft. coils. Plain or tin-plated. Solder sealed. 


Wolverine Tube Co. 
1491 Central Ave., Detroit 


Eastern Sales Office 
420 Lexington Ave... New York 
Los Angeles Office 1015 East l6th St 
26 Sales Offices 


Export Dept.—H. M. Robins Co., Detroit 


| 
} 
} 
} 


| 


| 
| 


HOUSEHOLD ELECTRIC REFRIGERATOR 


SPECIFICATIONS | 


Detailed specifications for 342 models made by 49 different manu- 
facturers are tabulated in the June 29, 1932, issue of ELecrric | 
REFRIGERATION NEWS. 

Send $1.00 for 17 weeks trial subscription and indicate that you 
want the June 29 issue included. A limited number of extra 
copies are now available. 


Electric Refrigeration News, 550 Maccabees Bldg., Detroit 
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REQUESTS FOR 
INFORMATION 


Please refer to the 1932 Refrigeration 
Directory and Market Data Book for 
a complete list of all manufacturers of 
refrigeration equipment, parts, mate- 
rials, supplies and accessories; also for 
all available statistical data on sales 
of refrigeration equipment, distribution 
methods, etc. 

To obtain a copy 
$2.00 to Business News Pub. 
Maccabees Bldg., Detroit, Mich. 

Advertisers will be given preference 
in published answers to requests for 
buyer's guide service, but a complete 
list of all known suppliers will be 
mailed if stamped, self-addressed en- 
velope is enclosed with inquiry. 

Rtaders who can be of assistance 
in furnishing correct answers to in- 
quiries, or who can supply additional 
information, are invited to address 
Electric Refrigeration News, mention- 
ing query number. 


of this book send 
Co., 550 


Monarch Specifications 
Query No. 877—“Can you tell me why 
specifications for Monarch refrigerators, 
made at Beaver Dam, Wis., were not 
included in your June 29 issue?” 
Answer—The information was re- 
quested but that company failed to 
furnish it. 


Flexible Copper Tubing 
Query No. 878—‘We wish to secure 
some dehydrated deoxidized copper tub- 
ing flexible enough that it can be bent 
freely. I believe there is even some of 
this tubing which is braided.” 
Answer—Wolverine Tube Co., 1491 
Central <Ave., Detroit, manufactures 
flexible dehydrated copper tubing. 


Costs of Operation 
Query No. 879—‘‘Have you any data 
on monthly operating energy costs on 
household electric refrigerators, in com- 


parison with ice refrigeration cost? | 


About what is the average cost for cur- 
rent to the householder for operating 
the ordinary unit?” 

Answer 
erator manufacturers on the cost of 
operating an electric refrigerator were 
published in the June 8 issue of ELgc- 
TRIC REFRIGERATION News. See “Expansion 
Valve” pages. 


Cabinet Manufacturers 

Query No. 880—“Kindly send us the 
names of cabinet manufacturers for 
electric refrigerators.” 

Answer—Manufacturers of domestic 
and commercial refrigerator cabinets 
are listed beginning on page 197 of the 
| 1932 REFRIGERATION DirecTORY and MARKET 
| Data Book. 


Bottle-Cooling Cabinet 
Query No. 881 


10 in. wide by 20 in. high, made of metal 
with 2% in. of cork insulation, and with 
two 10-in. lids. The compressors are 


to be installed next to the 
Can you give us the name of 
which manufactures 


net 
| cabinet. 
any company 
| this?” 

Answer—Manufacturers of bottle bev- 
erage cooling cabinets are listed on page 
195 of the 1932 REFRIGERATION DIRECTORY, 
and we suggest you write them describ- 
ing your needs. 


Iceberg Manufacturing Co. 
Query No. 882—“Kindly send me the 
address of the Ice-Burg Refrigeration 
Co.” 
Answer—Perhaps you refer to the Ice- 
berg Mfg. Co., Main St., Gardner, Mass. 


Compressor Displacement 
Query No. 883—‘We are endeavoring 
to locate a manufacturer of a compres- 
|sor assembly for use with SOv refrig- 
/erant and of approximately 35-cu. in. 
| displacement.” 
Answer—A complete list of compres- 


A NEW FIN 


Wedge-locked and edge-locked 


dioxide, F-12, ete..—aluminum 
Absolute Metal to Metal Contact. 


been eliminated. 
Priced to meet 1932 conditions. 
Write—Wire for Catalog. 


by PEERLESS 


aluminum 
tinned copper tubing for methyl chloride, sulphur 
tubing for ammonia. 


A Superior Coil in which Soldered Return Bends have 


PEERLESS ICE MACHINE CO., 515 W. 35th St., Chicago, Hl. 


COIL | 


fins on 


“We have an inquiry | 
on a bottle-cooling cabinet 20 in. long by | 


installed remotely, but in a metal cabi- | 
main | 


and Meth 
Seamless Steel Tubir 


For Ammonia an 


340 N. Sacramento Blvd. 


FIN COILS 


Copper Tubing and Aluminum Fin Coils for Sulphur Dioxide | 


Write for Catalog and Prices 
REMPE CO. 


Phone Kedzie 0483 


yl Chloride 
ig and Steel Fin Coils 


d Methyl Chloride 


Chicago, Illinois 


COMBINATION SUBSCRIPTION RATES | 


How to save money on your subscription order 


NO. | PUBLICATIONS | YOU PAY | YOU SAVE 
a Electric Refrigeration News (1 Year) and [ee — — 
1 Refrigeration Directory and Market Data Book| $4.00 $1.00 
9 |Eleetric Kefrigeration News (2 Years) and ‘ o _ ex ‘ 
- Refrigeration Directory and Market Data oul $6.00 52.00 
|Hefrigerated Food News (1 Year) and | es . : 
3 Ske Directory and Market Data Book| 52.00 $1.00 
~ |Refrigerated Food News (1 Year) and oo KY - : lad 
4 Electric Kefrigeration News (1 Year) $3.90 > .o0) 
= | Refrigeration Directory and Market Data Book and|_ a 7 ~ 
| » Electric Refrigeration News (1 Year) and $4.50 $1.50 
| | Refrigerated Food News (1 Year) | 
Refrigeration Directory and Market Data Book and ex “ 
6 | Electric Refrigeration News (17 Weeks) | 52.00 — $1.00 
Order by number. Use coupon below These rates for U. S. only 


Group Order Rates for U 
PUBLICATIONS NUMBER }UNITED 
os 1 subscription | $3 
5 or more, each. 
10 or more, 


Flectrie 
Refrigeration 


each.. 
each... 


torote 


News 20 or more, 
0 or more, each 


1 subscription 


Refrigerated 5 or more, each. 


Food 
News 


| 
10 or more, each. 
j20 or more, each. 
| 

| 

| 

| 


each 


150 or more, 
1 subseription 


5 or more, each...| 


BOTH 
PAPERS 


| 10 or more, each 
|}20 or more, each. 


| "*U. S. and Possessions and Par 


tHigh rates for Canada 


ee — EEE — = 


are due 


.S. and Foreign Countries 


50 or more, each 2.5 


STATFES* ) CANADA? ALI 
Ou $6.00 $4.00 These foreign 
75 §.75 4.7 rates will 
50 5.50 | 4.50 be increased 
2 5.2 4.25 on or before 
or 00 3.00 Jan. 1, 1933 
vw | $2. $1.50 These foreign 
95 | 1.9 1.45 rates will 
90 | 1.90 1.40 be increased 
5 | 1.85 1.35 on or before 
0 1.80 1.30 Jan. 1, 1933 
0 $7.00 $5.00 These foreign 
2S 67 4 rates will 
00 | 6.50 $50 be inereased 
75 j 6 4.25 on or before 
0 | 4.00 Jan. 1, 193 


OTHER COUNTRIES 


6.00 
»-American Postal Union Countries. 


te Canadian tariff of Se per copy 


}sor manufacturers is included in the 
| oe 

|} 1932 REFRIGERATION Directory and MARKET 
| Data Book. 


Letters from several refrig- | 


Refrigeration Schools 
| Query No, 884—“Would you please 
give me a list of the best correspondence 
|schools giving courses in refrigeration, 
|installation and service? Their litera- 
|ture, tuition, and other facts would be 
| appreciated.” 

Answer—A complete list of refrigera- 
|tion schools may be found on page 355 
| of the 1932 ReFRIGERATION DiRECTORY and 
| MARKET Data Book. 


Portable Room Coolers 
Query No. 885—“Will you advise us as 
} tc the names and addresses of manufac- 


turers of portable room conditioners or | 


|coolers for apartment building use?” 
Answer-—We plan a complete listing 

of manufacturers of air-conditioning 

equipment by types in the Aug. 10 issue 


| 
REFRIGERATION NEWS. 


|of ELectric 


Absorption Refrigerating Machines 
Query No. 886—"Who besides Servel 
jand Electrolux manufactures absorption- 
| type refrigerating machines? What book 
or books would you recommend covering 
the technical and practical theory on 
absorption refrigerating machines?” 
Answer-—Other household absorption 
|}machines are built by Faraday Refrig- 
}erator Corp., Dayton, and Perfection 
Stove Co., Cleveland. Montgomery Ward 
& Co. merchandises an oil-burning ab- 
sorption type refrigerator. 
dale Machine Co., Carbondale, Pa., man- 
ufactures absorption machines for large 
commercial and industrial applications. 
For a book on the theory of absorption 


tion Refrigerating Machine,” by Gard- 


Refrigerator Parts 

Query No. 887—-“We have been in- 
formed that in the States there now 
exist manufacturers of parts for various 
refrigerator makes. Kindly give us the 
names of a few of such manufacturers.” 
(Brazilian firm.) 

Answer—A complete list of manufac- 


turers of parts for domestic and com- 
mercial electric refrigerators may be 
found in the 1932 REFRIGERATION DirEc- 


}TORY and MARKET DaTa Book. 
Polaris Refrigerators 
Query No. 888—“Kindly inform me 


who made the Polaris electric refrigera- 
tor, and if it is still made, or, if not, 
who handles the parts and accessories. 
Where might I get illustrations of the 
parts?” 

Answer—Polaris electric refrigerators 
were manufactured by the company of 
the same name which is now out of 
business. Firms making a specialty of 
replacement parts are to be found listed 
in the 1932 REFRIGERATION DirecToky and 
MARKET DaTA Book. 


Alaska Ice Cream Freezer 

Query No. 889 —“We understand there 
is an ice cream freezer on the market 
by the name of Alaska, which is built 
with a small electric motor drive on the 
top. We would appreciate the name of 
the manufacturer.” 

Answer-Alaska 
Winchendon, Mass., 
freezer. 


Freezer Co.,_ Inc., 


manufactures 


Sales Figures 


Query No. 890—“Can you furnish me 
with figures showing the number of elec 
tric refrigerators of each make _ sold 
during 1931 and 1932?” 

Answer-—Sales figures according to 


individual makes are not released by the 

manufacturers, but totals for the Nema 

group, as well as for the entire industry 

mey be found in the 1932 REFRIGERATION 
and MARKET DATA 


DIRECTORY Book 


Monthly sales totals for the Nema group 
for the first five months of 1932 have 
been published as they were released, in 
ELectTric REFRIGERATION NEW 
Solid CO» for Household Use 
Query No. 891 Please let us know 
if anyone is making a dry-ice containe! 
for use in household refrigerators. We 
should like to have the name and ad 
dress of any company engaged in such 
a project.” 
“Pirate” Parts 
Query No. 892--“One of our foreign 
connections has written us stating that 
they understand several factories have 
recently been opened in the U. 5S., spe 
cializing in the manufacture of ‘pirate’ 
parts for electric refrigerators—that is 


to say, parts imitating the standard ones 
used by the big manufacturers of refrig- 
erators. If this is so, can you give us 
the names of such manufacturers?” 


| SUBSCRIPTION ORDER 
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LITERATURE OF 
MANUFACTURERS 


Catalogues, bulletins and other mate 
rials recently issued 

Manufacturers are requested to send 
copies of new trade literature to 
Electric Refrigeration News 


ner T. Voorhees, published by Nickerson | 
& Collins, 485 N. Waller St., Chicago. | 


Rightway Oil Burners 


Kelvinator has issued a mailing 
describing the features and construction 
of the Rightway oil burner, on which it 
recently production 


piece 


has started 


The Carbon- | 


refrigeration, we suggest “The Absorp- 


| 


THE CONDENSER 


PAYMENT IN ADVANCE is required 
for advertising in this column. The 
following rates apply: 

POSITIONS WANTED--Fifty words 
or less, one insertion $2.00, additional 
words four cents each. Three inser- 
tions $5.00, additional words ten cents 
each. ALL. OTHER CLASSIFICATIONS 
—Fifty words or one insertion 
$3.00, additional words six cents each. 
Three insertions $8.00, additional words 
sixteen cents each. 

REPLIES to advertisements with box 
numbers should be addressed to the 
box number in care of Electric Refrig- 
eration News, 550 Maccabees Building, 
Detroit, Mich. 


less, 


POSITIONS AVAILABLE 


WANTED: Thoroughly experienced refrig- 


eration engineer qualified to instruct 
ginners and supervise practical course for 


advanced students desiring to train for serv- 
ice work. Sulphur dioxide and methyl! chlo- 
ride. Large California city offers wide field 
for useful service. Compensation, percentage 
State age and qualifications first let- 
Replies confidential. Box 491. 


basis. 


ter. 
POSITIONS WANTED 
SALES ENGINEER with thorough knowl- 


edge in fields of refrigeration, heat and air 
conditioning desires exchange of correspond- 


ence with manufacturer or distributor 
Twelve years sales connections as_ sales 
engineer, district sales manager, branch 


manager, in both direct sales and distribu- 
tor dealer outlet. Should you have a sales 
opening in these specializations, or a spe- 
cialty in the electro mechanical fields, 1 | 
can produce a sales record of above the 
average performance. Box 493. 
EQUIPMENT WANTED 
WANTED TO BUY complete Electric Re- 


frigerator units for cash. We want the maker 


| to make a fair profit but the price must be 


| service men, 


this | 


right. Factory output might be taken if not 
too large. Address P. O. Box 1434, Indianap- 
olis, Indiana. 


EQUIPMENT FOR SALE 


FOR SALE—130 first-class compressors for 
SO. or Methyl Chloride, bore 114", stroke 
1',"’, price $8.00 each. Frantz-Carroll Systems, 
Hanna Bldg., Cleveland, Ohio. 


SERVICE TRAINING 


THE REFRIGERATION industry offers no | 


department more important, no employment 
more steady, no compensation more certain, 
no greater opportunities for advancement 
than service. Learn in shortest time at 
most moderate cost Concise, practical 
theoretical course for beginners, advanced 
supervisors, managers. Herki- 
mer Institute of Refrigeration, 1819 Broad- 
way, New York 


CABIN 


be- | 


TOWN OF 10,000 IS BEST 


Ltt FOR APPLIANCES 


TOPEKA, Kan.—The small town with 

ja population of 10,000 or below is char- 
;acterized as the leading market for 
| products sold for the home, in a survey 
|just released by Household Magazine, 
| published here by Arthur Capper. 
Of the 29,980,146 families in the United 
| States in 1931, more than half (15,294,- 
|934) live in communities under 10,000, 
|the survey shows. Of these 15,294,934 
|families living in small towns, 96 per 
cent live in one- and two-family dwell- 
ings. 

The 14,685,212 families living in towns 
of more than 10,000 population are di- 
| vided thus: 37 per cent live in apart- 
|;ments, and 63 per cent live in one- and 
two-family dwellings. 

Other figures given in the survey are: 
51 per cent of all married women live 
in small town communities; 65 per cent 
of all meals served at home are served 
in small town communities; 67 per cent 
of small town homes are serviced with 
electricity; 55 per cent of the homes in 
small town communities are owned by 
the occupant; 87 per cent of the families 
in small town communities own autos, 


Sales Opportunity 

For a manufacturer having a low 
priced domestic electric refrigerator in 
the three popular sizes I can offer a 
marketing plan radically different that 
will produce real sales volume. I have 
been in refrigeration since 1925 and 
have covered the refrigeration market 
throughout the United States. Am 
now employed by one of the largest 
manufacturers in the field) in’ an 
executive capacity and am well known 
in the industry. 

Box 492 


Electric Refrigeration News 


A FREE SERVICE 


To Electric Refrigeration Dealers 


When in need of trained men for in- 

stalling, servicing, selling, etc.—pat- 

ronize our FREE PLACEMENT 

BUREAU. Competent men available 

in all sections. Write, phone or wire 
no obligation, 


Utilities Engineering Institute 
Dept. 482, 404 N. Wells St., Chicago, Ill. 
Ambitious Men interested in bettering 
their opportunities, are invited to write 
for full information on plan for training 
on all types of Electric Refrigerators. 


ETS BY 


SAINT PAUL 


CONTRACT DIVISION 


Seeger Designs and Original |deas 


have been reproduced by so many 


that now they 


are the accepted 


Standard of the Refrigeration |n- 


dustry, and the 


Insignia of quality 


earned by Seeger Standards, has 


unqualified acceptance. 


SEEGER REFRI 


v 


GERATOR CO. 


SAINT PAUL, MINNESOTA 


Avenue 
Fourth Ave. at 19th St 655-57 So. LaBrea Ave 
NEW YORK, N.Y LOS ANGELES, CAL 


232 Fourtt 


644 Beac« Street 
Waba Kenn 
CHICAGO, Itt BOSTON 


666 Nort? re Square 


MASS 
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